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In its next issue the American Newspaper Directory will report, as here- 
tofore, the full name of each paper ; the day or days of issue ; politics, class or 
characteristics ; number of pages; size of page; subscription price per year ; 
year established ; editor’s and publisher’s name and post-office address. 

In the matter of circulation rating it will exhibit a short summary of past 
records as reported in preceding issues of the Directory. It will also state 
what has been the average issue in the year 1896, if over a thousand copies, 
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provided the publisher places on file a statement conveying such information 
in detail, the whole being duly signed and dated. The privilege will be ac- 
corded to every publisher to tell, in an advertising paragraph, what his issue 
is at the moment of going to press, or is going to be for the year to come, and 
the paragraph may have a position directly following the description of the 
paper, preceded by the word ‘‘ advertisement.’ The cost will be: Ten lines 
or sixty words—with a copy of the book delivered, carriage paid—for the sum 
of $10, with the privilege of telling a longer story at a dollar a line, 
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Some People 


Are not reached by the 
local country weekly. 


But there are millions of sensible persons residing outside 
of large cities who depend almost entirely upon their local 
paper for news and other reading matter. 

These. readers are worth cultivating and can easily be 
attracted through their own town paper. 

This would be a tedious and costly undertaking but for 
our arrangements, whereby we have combined 1,600 of these 
papers, covering the entire Atlantic Slope from the coast of 
Maine to the Mississippi River. 


One order and one electro is all we need to place an advertiser 
before more than one-sixth of all the country readers of the 
United States. 

Catalogue and estimates for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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THE ONE THING NEEDED. 


No matter how carefully an illustra- 
tion is made nowadays, no matter how 
much time and money is expended in 
making plates that wili print well, it 
is almost impossible to obtain good re- 
sults when the advertisements are 
printed in three-fourths of the maga- 
zines and other journals. 

This applies particularly to half-tone 
plates, and in some respects to line 
plates, for it is very often desirable to 
use ina line plate some stippled or deli- 
cate effect that would ordinarily print in 
splendid shape, but which is often- 
times ruined by miserable printing. 

There are to-day many leading ad- 
vertisers among my customers who are 
both willing and ready to illustrate 
their advertisements with the best 
grade of designs, but who are deterred 
from doing so by the knowledge that, 
no matter what care may be taken to 
produce artistic results, many of the 
publications will utterly ruin the de 
signs by wretched printing upon mis- 
erable paper. 

It is a pity that this condition of af- 
fairs exists—it is a pity that the va- 
rious journals do not realize this and 
make an improvement. I believe that 
the majority of them do realize it, but 
are too blind to their own interests to 
see the wisdom of changing the condi- 
tion of affairs. 

Their excuse would be that better 
paper would be too expensive. But I 
am convinced that this expense would 
be more than made up by the increased 
advertising they would secure. 

To my own knowledge there have 
been advertisers who have time and 
time again decided not to put their 
advertisements in certain publications 
because they wanted to use half-tone 
plates, but knew that if they did use 
such plates, their advertisements would 
appear like dirty smudges of ink, in- 





stead of a fairly good representation of 
the original design. 

Many advertisers like to use photo- 
graphs in their advertisements, and of 
course such things must be reproduced 
in half-tone if an exact reproduction 
of the original is desired. But when 
the advertiser thinks of what will hap- 
pen to that reproduction when it ap- 
pears in print in some of the maga- 
zines, he concludes to either give up 
the idea of using it altogether, or else 
departs from his original plan and sub- 
stitutes the type ad. 

All publications make strenuous ef- 
forts to increase their advertising pat- 
ronage. They offer inducements in 
circulation, inducements in rates, in- 
ducements in contracts, but one of the 
very things that would help them in- 
crease their business is the very thing 
they neglect, the printing of the ad- 
vertisements after they get them. 

Take up nearly any magazine, look 
over the printing of the reading mat- 
ter in the main part, see how beauti- 
fully the illustrations are printed ; 
notice the fine quality of the paper. 
Now turn to the advertising pages and 
compare those with the others. See 
what a wretched quality the paper is. 
Look at the half-tones, three-fourths 
of them black and dirty, and many of 
them almost impossible to understand. 
Why should this be so? Why should a 
magazine pay any more attention to 
one part of the printed matter it con- 
tains than to another? 

I feel sure that the extra expense of 
good paper would not only be made up 
by increased patronage, but that a 
handsome profit would result. 

The art of printing, as applied to 
advertising, has not kept pace with the 
art of engraving. Many beautiful and 
delicate effects are produced nowadays 
by doing a certain amount of hand- 
tooling on half-tones, and these plates 
require nice printing in order to secure 
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a pleasing result. But they don’t get 
it in many journals. What's the use 
of artistic work in any plate, when the 
chances are that the work will be 
spoiled in the printing ? 

These remarks apply particularly to 
those cases in which it is desired to 
use one advertisement in a number of 
publications, and electrotypes are to be 
furnished from the same plate. There 
are very few advertisers who are will- 
ing to go to the expense of making 
both half-tones and line plates for the 
same advertisement, when the adver- 
tisement is to be published in a list 
of magazines. 

In my own business it has happened, 
not once but a hundred times, that a 
customer has said: ‘‘ Here is an idea 
I would like to use, and I would like 
to have half-tone plates made of it, 
but I am afraid to take chances. I 
can’t afford to get it up in half-tone 
simply for one or two magazines; I 
would like to use it in a number of 
publications. If I could only be sure 
that the printing would be well done 
in all of them, I would go ahead and 
have plates made.”’ 

I believe that advertisers could, 
with the proper pressure, convince 
magazines that it would be better for 
them to use higher grade paper, and 
I also believe that the magazine that 
will do as fine printing for its adver- 
tisers as it does for the literary work 
will be richly rewarded. 

When you come to think of it, how 
queer it seems that magazines do not 
pay more attention to this. They de- 
pend upon advertisers for their profit 
and why shouldn’t they give the ad- 
vertisers the best printing possible. 
There are so many good effects that 
could be produced, if it were only cer- 
tain that the plates would have good 
printing ; so many artistic illustrations 
that would improve the appearance of 
both the advertisement and the maga- 
zine, and I for one look forward with 
great interest to the day when it will 
be possible for an advertiser to send 
an illustrated advertisement to a maga- 
zine with the assurance that it will be 
as finely printed as any of the reading 
matter in the publication. 





The foregoing article is contributed 
by an adwriter who makes a specialty 
of furnishing high-grade illustrations 
for advertising purposes. PRINTERS’ 
INK solicits an expression of views on 
the subject.—[Ep. PRinTERs’ INK. 
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BUSINESS ADVICE. 


If you’re going to tell a story 
ell it in a lucid way, 
So that folks whom you’re addressing 
Know exactly what you say. 
Do not ever let your meaning 
Be ambiguous or dull 
If you wish your advertising 
Many customers to pull. 


our aim is to be building 

p a business very large, 

Just be certain that politeness 
Governs salesmen in your charge 

Let your customers be certain 
They’ll be always treated well, 

Then you'll find them ever flocking 

To wherever goods you sell, 


If 


And if you’d win reputation 
With the people far and near, 
Give good value for their money — 
Let your statements be sincere. 
If these lessons you will practice 
Every day with might and main, 
You are reasonably certain 
Fame and fortune to obtain! 
-_o, 


HOW A PROFESSIONAL ADVER- 
TISEMENT WRITER WORKS 


When Mr. A. D. Smith, the adver- 
tisement writer, reaches his office in 
the morning, he finds among his mail 
the following letter : 

BiGvIte, Oct. 21, 1896. 
Mr. A. D. Smith, New York City: 

Dear Sir—I have been reading your ads 
in Printers’ Ink for a long time, as well as 
those of other gentlemen in your line of busi- 
ness. It has always appeared to me that a 
writer living many miles away from Bigville 
could not be of any service to me. It cer- 
tainly looks like I could advertise my own 
business here on the spot a great deal better 
than anybody who neither knows this field 
nor the local conditions under which my 
competitors and I hustle for trade. 

am a merchant tailor. I cater to the 
masses. My great specialty is suits and 
overcoats made to order at $15. I emplo 
the best cutters and tailors that I can En 
I pay them top wages. I run my workrooms 
on what I believe to be the most perfect 
system in the country. Each workman has 
one task. He does nothing else. He is not 
expected to do more than that one thing, but 

e must do it right, or I will not permit him 
to stay here a minute 

To illustrate, one man sews on all the but- 
tons, another makes button holes, another 
sews the straight seams, etc. By following 
this system I can give my customers the 
most perfect tailoring at very small cost. I 
can do even better work, I think, than the 
swell tailors who charge three times my 

rices. I find it difficult to impress these 

‘acts upon gentlemen who think it absurd to 

try and get a stytish. well-made, dependable 
suit or overcoat for $15 Many careful dress- 
ers keep on paying from $40 up for suits that 
I will duplicate for less than half. 

I have a competitor, who meets, my prices, 
but not my workmanship. He is looking 
for new customers allthe time. He does not 
expect to get a second order from the same 
man, Of course, I suffer more or less for his 
shortcomings, because the public is likely to 
class all ‘‘ $15 tailors ’’ as birds of a feather. 
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My competitor has recently been doing some 
very clever adyertising, as the inclosed sam- 
les will show. I presume he has called to 
is i some professional writer, be- 
cause I am sure he is not capable of such 
work himself. I have, therefore, decided to 
give you a trial. You may prepare ten single 
column ads for me. I want them illustrated, 
I ear original illustrations. 
ou have the facts about my business now, 
and you may go ahead and do the best you 
can. 

I neglected to say that the fabrics I use are 
all wool. I buy direct from the mills in large 
quantities, and pay cash. I think ! can bu 
better than any other tailor in Bigville. 
guarantee every stitch of wearables that goes 
out of my shop, and give money back on the 
slightest provocation. Very oy Ag oe 

: C. H. Evior. 

Mr. A. D. Smith is delighted to find 
that Mr. C. H. Eviot’s letter contains 
the very facts he wants to know. He 
sees in the data enough material from 
which to prepare a hundred ads. He 
realizes that the letter itself is a first- 
ciass ad, but Mr. C. H. Eviot does 
not realize it. If the tailor in question 
had undertaken to put the same talk 
into an advertisement, he would have 
lost his naturalness and affected a style 
that was neither entertaining nor con- 
vincing. He would not have been 





brings out point after point, as he 
learns them from his customer’s letter. 
He winds up each with a clinching 
sentence about ‘‘money back.” He 
talks about style, fit, durability, buy- 
ing facilities, perfect system, expert 
workmen, satisfaction, economy. He 
illustrates each with an apt picture. 
At last he comes to the tenth ad, and 
this is how he prepares it. The other 
nine have been prepared in the same 
way. 

He naturally wants to sum up the 
strong points that have been brought 
out in the other ads, and after weigh- 
ing the facts carefully he proceeds 
with the writing. This finished, he. 
reads the manuscript over and edits it. 
He draws his pen through each un- 
necessary word, adds a little here and 
there, and at last he is satisfied with 
his work. He hands his manuscript 
to his typewriter and she copies it. 
When the typewritten copy is returned 
to the writer he marks it in such a 
manner that the printer will know the 
kind of type to use in setting it up. 

Here is the result : 





MAT CAM 
BE SAID 


yo IS pt, Bev Stole Upp, » Gue 


to bring more customers to this tailor 


shop? 
I have promised satisfaction. 


I have promised fit, and style, and wear. 


I have promised to save men money. 
What more does a man want! 
What more can a tailor give! 


$5 Is 





to pay for a suit or overcoat. 
you pay more, you waste money. 
ebout it. There is no question about it. 


The clothes I make are made as well as it is 
liy Woolens are ALL wool. 
If you are perfectly satisfied after buying a suit 
If you are 


possible to make clothes. 


or overcoat, I keep the $15 
not satisfied, you get your 
Seeing is free. 


ou pay me, 
15 back. 


Cc. H. EVIOT, 


Is it possible for anybody to prorise more? 


Every time 
There is no doubt 










It is so. 


— Ppt der pe 


14 Serge St. 6 pe. oeu- Cap, 
thie Roop —rnonporecl btore Ferd, 





himself. He would have been the 
same old tailor who has been writing 
the same old ads for the last twenty 
years. 

So Mr. A. D. Smith proceeds to 
write the ten advertisements. He 


Mr. A. D. Smith now takes his 
copy to the artist, and says to him: 

‘‘T have an advertisement here be- 
ginning with the head-line, ‘ What 
Can Be Said?’ I think that it may be 
illustrated with the picture of a man 
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scratching his head in a dubious man- 
ner. It might be well to show him 
withhishaton. That of course would 
make it necessary to tilt his hat to one 
side, so that he could scratch his head 
without any trouble. Furthermore, it 
would help to make the illustration 
more effective.” 

The artist takes the copy, scratches 
his own head a moment, and replies : 

‘‘Why not put a big interrogation 
point in front of the perplexed gentle- 
man? That would emphasize his em- 
barrassment.”’ 

‘“*That’s a good suggestion,” says 
the writer. ‘‘Go ahead and make the 
picture that way.”” 

So the artist takes up his pencil and 
roughly sketches something like the 
following : 





The above is called a pencil sketch. 
All pictures are ‘‘laid out” in that 
manner. In the mass of lines shown, 
the artist sees in his ‘‘mind’s eye” 
what his illustration will be like when 
finished. He goes to work upon this 
rough sketch with his pen and ink, 
and with infinite pains and care he 
finally produces this result : 





The original drawing is usually 
much larger than the desired size of 
the cut wanted. An artist’s work is 
much easier done in this way. The 
original drawing in its larger shape 


_ does not look so finished as when re- 


duced. 

The drawing is then sent to the 
photo engraver’s, where it is photo- 
graphed on zinc, the size to which it is 


to be reduced being marked on the 
margin. When the etching comes 
back from the engraver it is sent to 
the electrotyper, who makes as many 
electrotypes from it as are required, 

In due season the electrotypes and 
the copy for the advertisements are 
forwarded to Mr. C H. Eviot, at Big- 
ville, and he in turn takes them to the 
newspaper office. The next morning, 
when the city gets out of bed, it finds 
this advertisement staring the reader 
in the face. 


What Can 
Be Said 


to bring more customers to 
this tailor shop? Is it possible for 
anybody to promise more? 
I have promised satisfaction. 
I have promised fit, and style, and 


ear. 
I have promised to save men 
money. 

What more does a man want? 
What more can a tailor give? 


$15 IS 
ENOUGH 


to pay for a suit or overcoat. 
Every time you pay more you waste 
money. There is no doubt about it. 
Enews is no question about it. It 
S$ 80. 

The clothes I make are made as 
well asit is possible to make clothes. 
My Woolens are ALL wool. If you 
are perfectly satisfied after buying a 
suit or overcoat I keep the $15 you 

yme. If youare not satisfied you 
get your $15 back. 

‘ing is free. 


C. H. EVIOT, 14 SERGE sT. 


wi 





Let us hope that Mr. C. H. Eviot 
will keep up his advertising until he 
finds it necessary to take in the store- 
room next door, and double his force 
in order to meet the great demand for 
$15 suits and overcoats. 
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A QUEER NEWSPAPER. 


IT PASSES MUSTER AT THE POST- 
OFFICE. 








The boy here pictured holds in his 
hands a file or a chain of newspapers 
or periodicals as post-office officials in- 
terpret the law. 


Messrs. Ward & 


Drummond, 164 Fifth avenue, New 
York City, are the publishers of this 
peculiar paper, magazine, or ‘‘ what is 
it?” They term it a ‘‘Scripture Text 
Chain.” Each separate issue is a strip 
of cardboard 9% inches long and 1% 
inches in width. It is issued every 
week in a different color, and contains 
a ‘‘golden text’ and a chapter from 
the Bible to be memorized and studied 
for the succeeding Sunday. On the 
reverse side the strips are entirely 
blank, except that one end is slightly 
gummed. The gumming enables one 
to make a circle or link of the strip, 
and when several of these circles are 
intermingled, a chain results, which 
can be kept for reference. The price 


is I2 cents a year or 3 cents a quarter, 
The ‘‘ Scripture Text Chain” is en- 
tered at the New York Post-Office as 
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second-class matter, and goes at I cent 
a pound. The publishers have found 
no difficulty in entering it. The New 
York postmaster being applied to for 
information, remarked that the strips 
are a legitimate publication conform- 
ing to all requirements of the second- 
class law, being issued periodically, 
numbered con- 
secutively, 
etc., and this 
being so, they 
are entitled to 
the second- 
class right 
which they 
have secured. 
The postal 
laws set forth 
that a second- 
class publica- 
tion must be is- 
sued at stated 
intervals as 
frequently as 
four times a 
year, bear date 
of issue, be 
numbered con- 
secutively, be 
composed o f 
— sheets 
aving no sub- 
stantial bind- 
ing, be origin- 
ated and pub- 
lished for the 
dissemination 
of informa- 
tion, etc., of a 
public charac- 
ter, or devoted 
to literature, science, arts or some spe- 
cial industry, have a legitimate list of 
subscribers, and not be published pri- 
marily for advertising purposes or free 
circulation, or circulation at nominal 
rates. It is pretty hard to perceive 
under which provision or requirement 
these cardboard rings get admission to 
the mails and are distributed at the 
rate of about two hundred for a cent. 
Mr. Cleveland, in his message, com- 
men of the postal abuses under the 
ead of second-class matter. If his post- 
master-general would study up the law 
he would, perhaps, find that strips of 
cardboard of this size are as far from 
being newspapers, or even further off, 
than the Franklin Square or Seaside 
Libraries or any other story-book peri- 
odical about which the Post Office De- 
partmentseemsalways to besounhappy. 
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GROWTH OF THE OREGONIAN 
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PORTLAND 


Is the Commercial 
Metropolis and 
Clearing House of 
the Pacific North- 
west. 





OREGONIAN BUILDING IN 1896. 





One 


Editorial, The Oregonian, October 18, 1896: 
Portland is again one of only five cities to show 
an increase in its weekly statement of bank 
clearances. Its amount is getting to be consid- 
erable—$1,642,952—and this week is exceeded by 
that of only one city. Last week its clearings 
were greater than those of Seattle, Tacoma and 











Spokane combined. 





ITS FIELD 

**** Population 

PORTLAND (Orricur) + + 81,342 

PORTLAND’S SUBURBS .___ 17,800 
STATE, Oursive of Portiano 


(arprox.) + « + 275,000 
WASHINGTON « «+ - + 375,000 
IDAHO « «+ « «© « « + 100,000 
WESTERN MONTANA - 90,000 





BRITISH COLUMBIA . . 100,0°0 
TOTAL ..-.-- 1,039,142 














E, G. JONES, 


IN CHARGE OF ADVERTISING. 
FF 


The S.C.Beckwith Special Agency, 


Sole Eastern Agents, 


Tribune Building, The Rookery, 
New York, Chicago. 
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AS TO 
WHICHIS 
CHICAGO'S 


gq FARE atRwny ont 


THE iT ee... 
| CHICAGO 
DISPATCH 


* 
< Sean R. DUNLOP. 


IN 40 DAYS ITS CIRCULATION INCREASED FROM 
67,000 TO 


| VER 196.000 COPIES DAILY 


DOESN'T THAT 
TELL THE STORY? 


IT IS READ BY THE MASSES IN AND ABOUT CHICAGO, 


LPI III 
HOME OFFICE: 


EASTERN OFFICE: 157117 Fifth Avenue, 
517 Temple Court, 


New York. CHICAGO. 





THERE IS 
NO QUESTION 
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— el have a stronger hold 
upon its advertisers now 
than ever before. It gets 
its rates every time, is less 
yielding in the matter of 
special positions than any 
other New York daily; 
but, nevertheless, it holds 
its advertising better than 
most, and as well as any. 


HHH HH 


Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 
The national authority on advertising. 
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"e Kansas City 
Has a Circulation that 
Wo c Circulates for Advertisers 

Last Week’ THE WORLD believes 
Daily Average 40,973 the circulation of 62,410 

on the day following the election was the largest output 

of any newspaper plant in Kansas City. It demonstrates 

that a live newspaper which always gives the news is al- 


ways to the front. THE WoRLD gives advertisers results 
unrivaled by any other local medium. 











KANSAS CiTy, Mo., Nov. gth, 1896. 
For the week ending Saturday, November 7th, the circulation of the 


KANSAS CITY WORLD 


was as follows: 

Sunday, Nov.1, - - - 82,060 
Monday, Nov. 2, - - «= 32,150 
*Tuesday, Nov. 3, - . - 650,825 
*Wednesday, Nov. 4,- - - 62,410 
*Thursday, Nov. 5, - = 42,160 
Friday, Nov. 6, - -+- = = 34,600 
Saturday, Nov. 7,- - = 32,610 
*Election Returns. Total, - = 286,815 
Daily average for 7 days, 40,973 


We, the undersigned, hereby certify under oath that the above 
statement of the WoRLD’s circulation on the days named is true 
and correct. And that said papers were printed and delivered to 
the carriers, newsdealers, subscribers and newsboys on their order. 
All copies spoiled in printing, or left over in press-room, are not 
counted in the above statement. 

L. V. ASHBAUGH, Business Manager. 
L. A. NOURSE, Pressman. 

Sworn to and subscribed before me this gth day of November, 1896. 

[SEAL.] EVORIL BROOKSHIRE, Notary Public. 

My commission expires May 8th, 1898. 


$1,000 forfeit will be paid any person who successfully 
assails these figures. 


A. FRANK RICHARDSON, 


Tribune Building, New York, 





Q. MONEY Chamber of C ce, Chicago, 
Bou po Red Lion Court, Fleet Street, London, 
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Che St.Louis Star 


breaks all records. 
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As compiled by the REPUBLIC, the amount of 
DISPLAY ADVERTISING carried by the St. Louis 
papers during the three months ending December 
1st, as compared with the same period /ast year, 
was as follows: 

1895 1896 Increase Decrease 

Cols. Cols. Cols. Cols. 
ST. LOUIS STAR, 1178.12 1437.77 260 _ 
Republic, 2010.31 2089.68 79 — 
Chronicle, 1639.48 1638.02 _ 1.4 
Globe-Democrat, 2219.59 2151.81 _ 68 
Post-Dispatch, 2017.13 1632.53 


RESUME. 
St. Louis Star INCREASE, - 260 columns. 
Post-Dispatch DECREASE, - 385 columns. 








To cover St. Louis, use the 
Werk Star 264 














Ba FOR RATES, SEE EIKER, 


148 Tribune Building, New York. 
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As correct 
as lies in PUINIAN 


ability. 


26" 























“2 RB oe FRECE. 
ALFRED CHASSEA DIRECTOR GENERAL. 
WD —gancsraar cetmnaen, y Atk GARDEN. New Yorn CITY N.Y. 


and Pres Comemittecs New York, November 30th, 1896. 


‘Mr. George P. Rowell, 
10 Spruce st., 
New York City. 


Dear sir: 
Acting upon a passing thought I write you regarding your newspaper 
directory. TI do not know that what 1 have to state will be of value 


but it interested me. I have used you annual directory a great many 
times, and through its use have done a very extensive work for the 
Cuban Fair, last Spring at Madison Square Garden, and much more ex- 
tensive for the Commercial Travelers’ Fair, December 15-26, 1396 at 
Madison Square Garden. 

I have. at one time or another in the course of my varied and 
ramified press work, addressed every trade journal, besides many other 
class journals. every daily uewspaper, and a large portion of weekly's 
including 1,000 German papers, and I am positive that out of all this 
mail the letters returned on the Commercial Travelers’ Fairs press work 
do not number so many es 10. In each of these cases the P.O. report 
was that the paper had passed out of existence. Tmus is tne excel- 
lency of your, to me, inexpressibdly valuable, newspaper directory. ___ 
verified. IT am satisfied that it is as correct as lies within human 
ability, and the only yalue I see you could add to it is to invent 
some vitality prescription which would keep the few papers which are 
moribund alive. 

With respect and appreciation, I am, 

ar 
Yours sincerely, 


S" Mitte. 


Cc 
Ne Press Committees. 
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SIN SIN 
i. uy i. x 
AS VEWSPAPER® : VewSPAPER® 


“THEPLAIN TRUTH’ The “THE PLAIN TRUTH 
% ano ALLTHE S % SpANOMLTHES 


gare Value of a 


POPULARITY —— 


Is a good thing to consider in placing an adver- 
tising contract. Whether or not a newspaper 
possesses the confidence of its readers has a great 
deal to do towards bringing results to investors in 
advertising space, and this element should be 
placed closely to the circulation basis of figuring. 


THE KANSAS 
CITY TIMES 


Possesses in a marked degree the confidence of 
the people of the Southwest. It is the only Dem- 
ocratic daily of the metropolitan class west of St. 
Louis, covering Western Missouri, Kansas, South- 
eastern Nebraska, Oklahoma and Indian Territory. 
It has a guaranteed circulation of more than 


21,000 copies daily 


Its advertising rates are low and it does bring 
good results to advertisers. 















Send postal card for sample copy and advertising rates to 
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Siecial Notice 


to Advertisers. 


In order that there may be no misunderstanding 
among our patrons and to 


PROTECT YOU 
AGAINST LOSS 


we wish to advise you that 
any advertiser using. . 


Boyce's Big 
Weeklies 


may cancel his contract at any time at pro rata 
rate. In other words, this allows you to make 
a test (or short time) order without having to 
pay a fine or premium, as is the case where 
publishers give discounts for time or space. 


IO0, 000  vieixy 


$1.60 per Agate Line per issue. 


15 Fifth Avenue, 
W. D. Boyce Co. 9 Chicago. F 


























AN INTERESTING EXPERIMENT. 


Wishing to know the value of the 
various styles of advertising designs, a 
business man in St. Paul, Minn., re- 
cently clippcd 32 of the leading adver- 
tisements from the magazines, and 
after removing every trace of the name 
of the article and the firm making it 
from the design, each advertisement 
was pinned to the wall and numbered. 
About twenty-five people were invited 
in to look at them en write down on 
a numbered slip of paper the names of 
the articles advertised or of the firms 
making them. These people were of 
the magazine reading fo and there 
was not one who had not seen all the 
advertisements in some of the maga- 
zines. From the representative de- 
sign only every one in the party guessed 
correctly ‘‘Quaker Oats,” ‘‘Garland’s 
Stoves,” ‘‘Lowney’s Chocolates,” 
‘‘Beeman’s Pepsin,” ‘‘S. H. & M.,”’ 
‘‘Royal Baking Powder’’ and ‘‘Wood- 
bury’s Soap’’; five failed to guess 
‘‘Roger Bros.’ Silverware,” ‘‘Sozo- 
dont,”’ ‘‘Sapolio,” ‘Searchlight Bicy- 
cle Lamp”’ and ‘‘Victor Bicycles.” 
About half the party guessed ‘‘Faber’s 
Pencils,” ‘‘Armour’s Ex. Beef,’’ ‘‘Rub- 
ifoam,” ‘‘Barler’s Oil Heater,’’ ‘‘Van 
Camp’s Baked Beans,” ‘‘Paul Wirt 
Pen,’’ ‘‘Remington Bicycles,” ‘‘Hart- 
ford Bicycles” and ‘‘Gold Dust.” 
Very few guessed ‘‘Tar Soap,” ‘‘Eagle 
Condensed Milk,” ‘‘Sterling Wheels” 
and ‘‘Lundberg’s Perfumes,’’ whiie 
only one guessed ‘‘Sulphume” and 
“Clough & Warren's Pianos.” It was 
observed that many articles were con- 
fused with one another. Nearly half 
the people guessed ‘‘Mellin’s Food’’ 
for the ‘‘Castoria” advertisement and 
vice versa. The same was noticed in 
the case of Faber and Dixon’s pencils, 
Pears’ and Ivory soaps, Rubifoam and 
Sozodont, Victor and Remington bi- 
cycles, Paul Wirt and Waterman pens. 
One of the most common advertise- 
ments on billboards and in magazines 
has been the picture of a girl on the 
beach in bathing costume trying to ride 
a Sterling bicycle. But one person in 
the room guessed this correctly. It 
was the common impression that this 
was a Monarch advertisement, though 
it was observed that there was no lion’s 
head in it. F. W. Leavitt. 





——_reo__—_—_—_. 

THERE are fifteen daily newspapers 

printed in New York City, no one of 

which is believed to circulate regularly 
s® many as 1,000 copies per issue. 


VRINTERS’ INK, 
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HOME-MADE ADVERTISING CUTS. 


It is possible for small country 
weeklies to aid their local advertisers 
by furnishing pictures made by the 
chalk process, described in a recent 
issue of Vew. ” The cost~of 
the necessary outfit is said to be only 
$15, and it can be purchased of the 
Hoke Engraving Plate Co., 304 North 
Third street, St. Louis. The diffi- 
culty in finding somebody able to make 
the drawings can be obviated by copy- 
ing other pictures by the aid of the 
pantagraph, a copying instrument, 
costing only from 15 to 25 cents, and 
to be don | in almost every toy store. 
One end of the pantagraph is ~ on 
the picture to be copied, the other on 
the chalk plate, and the picture is 
then lightly traced on the plate with a 
pencil, and thereafter cut out in the 
ordinary way. Another method is to 
use crude illustrations, such as any one 
could make. Thus the woman here 
reproduced. would attract attention, 
which is really the object of the illus- 


tration: 





A practical printer, to whom PRINT- 
ERS’ INK outlined the idea here ex- 
ploited, said the $15 stereotyping out- 
fit probably would serve as suggested, 
if too much is not expected of it, 





HE GOT A JOB. : 

Great editor (to applicant for position)—You 
might suit in some capacity, perhaps. 
you Le ae about bookkeeping ? 

* Nope. 

** Are you ane at figures?” 

* Ah, yes, I’m good at fi gers.” 

“* How much are 9 and 

“Lemme see. Put down 9. an’ then put 
down 7 along side of it, an’ that makes 97.” 

“ Well, sir, = would not do for the count- 
ing-room, but I see no reason why you should 
not rise to proud eminence in the circulation 
department.”"— NV, Y. News. 


HIS LUCK. 

Rosenbaum (proudly)—My son Solly vent 
to vork rebording on a newsbaber yesterday, 
undt lasd nighdt hees city editor sendt him 
oud on an assignment. 

Cohenstein warenedie) Det vos doin 
splendit. Maype to-nighdt he geds sendt 


oudt on a fire.—Pxck. 
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All you need is 
the courage to begin 


ADVERTISING IN THE 


CHICAGO 272° 
NEWSPAPER UNION 
LISTS 22° 


After that 4 will need more courage 


han you can get up to stop. 
For stopping will ar. a discontinuance of your 
profits from the advertising already done. 
Profits from advertising are cumulative. To 
stop advertising is to stop profits. 


No other way exists 


of reaching the people covered by these lists. It is 
economical in price, saves you the time and detail 
required in addressing 1,500 papers separately, 
each with a varying rate. 


A Catalogue for the asking. 
oo It gives all information. 
Send for it. 


CHICAGO NEWSPAPER UNION 


93 S. JEFFERSON ST., sad No. 10 Spruce STREET, 
CHICAGO, NEW YORK. 
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THE USE OF THE TRADE-MARK. 





The trade-mark as a property to be 
held by one firm or individual is a de- 
velopment of the latter part of the 
past half century, and it is only in re 
cent years that legislation has been 
created looking to the protection of 
holders of such adjuncts to business. 
It is true that in Great Britain towards 
the close of the last century laws ex- 
tsted for this purpose. For instance, 
the first reported case of infringement 
occurred in 1783, when it was decided 
by Lord Mansfield that the sale by the 
defendants of a certain medicine un- 
der the name or mark of the plaintiff 
was a fraud. By later decision it was 
affirmed that the use of another’s trade- 
mark, even without an intent to de- 
fraud, was actionable. But even in 
England validity of ownerships in 
trade-marks reniained in an unsettled 
state until 1862, when the Merchandise 
Marks act was passed, and in the 
United States it was not until 1881 
that the existing Federal law regulat- 
ing ownership in trade-marks was en- 
acted. 

In 1883 an international convention 
for the protection of industrial prop- 
erty in which trade-marks are included 
was formed. This convention includ- 
ed sixteen countries, the most impor- 
tant being (in alphabetical order) Bel- 
gium, France, Great Britain, Italy, 
the Netherlands, Norway, Portugal, 
Spain, Sweden, Switzerland and the 
United States. The citizens of all the 
contracting countries enjoy in each 
country the same rights and privileges 
as that country grants to its own citi- 
zens for the protection of trade-marks. 
Registration in one country confers 
certain rights of priority in the others. 

In this country property in trade- 
marks has its seat either in United 
States statutory provisions or in the 
common law. This common law prin- 
ciple is incorporated in the legislation 
of nearly all the States of the Union, 
so that it is possible to restrain unfair 
competition and recover damages there- 
for. Any party having once adopted 
a mark for his merchandise is by the 
common law right the sole owner of it, 
and to enforce this right he can ap- 
peal to the courts of the State in which 
he resides, unless the parties to the 
suit reside in different States, in which 
case recourse must be had to the 
United States courts. 

The act now in force provides that 
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any person having commerce with a 
foreign nation or with one of the In- 
dian tribes of the United States can 
(after sufficient proof has been given 
and certain fees have been paid) obtain 
a certificate from the United States 
Patent Office bearing on its face the 
right to the use of such mark against 
every one until such right may be dis- 
proved. To enforce the ownership of 
a trade-mark thus registered under the 
United States statute a complainant 
must show that he is engaged in for- 
eign commerce with goods bearing the 
mark. If this cannot be shown his 
only recourse is his common law right, 
and his Federal registration becomes 
of no value. Inasmuch as the pro- 
tection extended by Federal registra- 
tion covers only a trade-mark used in 
foreign commerce, manufacturers in 
most instances content themselves with 
their common law right, more espe- 
cially as under this right any imitation 
bearing a close resemblance to the 
trade-mark will be restrained equally 
with a positive and literal reproduc- 
tion. —Dry Goods Economist. 





ADVERTISING SPACE UTILIZED. 
Truth. 
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ILLUSTRATED BUSINESS TERMS. 
New York, Dec. 5, 1896. 

Editor of Printers’ Inx: 
I note you ionally p 
“illustrated business terms.” I send you 
two as suzgestions. The first is intended to 


 FEs 
] 


hiich h 





























= 


represent a “ good, all-around man,” while 
the second stands for a “ pretty aguare fol 





low.”’ 


IT IS READ THOROUGHLY. 
Cuicaco, Dec. 3, -1896. 
Editor of Printers’ Ink: 

A month or two ago at your request I 
wrote up a big mail order house in this city. 
I had only the most friendly feelings for this 
house and had no thought to injure them in 
the least. The other day I was passing their 

lace and dropped in: te s¢e the manager. 

e remarked that he had seen quite ‘a lon 
article concerning his-house in your journal, 
and I thought I was going to get a compli- 
ment. ‘ 

“* Was it a good ad?” I asked. 

“TI don’t call it'so,” was the reply. ““Those 
catalogues that you told about cost us fift 
cents each, and that article brought us enoug) 

q' from and mail order peo- 
ple that ‘it cost us $300 before we quit send- 
ing them to such ple. _It would have cost 
us much more ‘if we had. not shut down on 
them.” This proves to ime that PrinTERs’ 
Inx reaches a class of people who pay atten- 
tion to what is said in its columns. 

Mruer Purvis. 


PIANO POETRY. 
New York, Dec. 2, 1896. 


Editor of Printers’ Ink: 
The manufacturers of Schubert’s Pianos 








BEWARE! 


You will find, in other columns, 
“Fine ’’ Pianos at “‘ half cost,”’ 
Made by Messrs. What-d’ye-call-’ems, 
“Only used a month at most ”’ ; 
“* Must be sold ”’ because the dealer 
- “ Doesn’t need it,’ don’t you see? 
Then they add, by way of feeler: 
** Stool and cover given free!”’ 


Shun such dealers, they’!] mislead you. 
Most of them are only “‘ fake”; 
All they care for is to bleed you. 
rr — reputable —. 
ough the prices may be steeper, 
Never buy the bogus stuff, 
You will find the best is cheaper, 
And the best is good enough. 
publish the inclosed poem in to-day’s Your- 
nai. R. WALLACE. 
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THE COST OF PAPER. 
Cincinnati, Dec. 5, 1896. 
Editor of Printers’ Inx: 

In your issue of Dec. 2d your correspond- 
ent, J. H. D., expresses his belief that there 
is no “ daily of good credit ” paying so little 
as 2cents per pound for news. I think he 
can find a very large daily in this city that is 
paying $1.90 per 100 pounds for its roll paper 
—not at the mill or even at the depot here, 
but delivered on its sidewalk, freight and 
cartage paid. It would be singular if the 
other papers here are paying any more. I 
could also cite the case of a Southern daily 
that gets its paper delivered at a price that 
means $1.65 at the mill in New England. To 
be more specific—in Maine. These happen 
to be the only two cases in which I have any 


information about the price paid, and bot 
of them are under 2 cents. There — be 
large dailies paying 2 cents or over, but I do 


not know of it. ANDREWVAN BIsBer. 
seceniinaipiilit abies 
DISCOVERED. 
Office of McELHENtE & MARSLAND, 
Apothecaries. 
DeKalb Ave., cor Ryerson Street. 
BROOKLYN, +» Nov. 14, 1896. 

Editor of Printers’ Inx: 

I have just mailed to Major McKinley a 
letter suggesting Mr. George P. Rowell as a 
capital man either for postmaster-general or 
postmaster of New York, not on the score of 
acquaintance, as I have not the pleasure, nor 
on the score of his wanting office, as I do not 
believe he does, but solely on ground of fit- 
ness. If he would take either one, some 
newspaper friends should mention it in print 
and the thing is done. The press all over 
the country would recognize his qualification 
for ‘the place, and would know that postal 

uestions would then be decided straight 
rom the shoulder, in so many words, and 
without any “ifs’’ or “‘ ands.”’ 
Tuos. D. McELHENIE. 
IN GOTHAM WINDOWS. 
New York, Dec. 7, 1896. 
Editor of Printers’ Ink: 

In the window of Spero & Co., clothiers, 
on Fulton street, appear three life-size dum- 
thies, representing Uncle Sam, with the Cu- 
ban Generals Maceo and Gomez on either 
side of him. He is shaking hands with the 
generals, who are dressed in Cuban military 
attire, while Uncle Sam appears in his typ- 
ical garb. Attached to his coat lapel is a 
placard on which appear the words, “I am 
with you.”’ In front of the tric are placed 
three old guns and a sabre, besides other 
weapons. The Derby Desk Company, on 
Nassau street, have a lady sitting at one of 
their desks in the window, who is operating 
the self-adding ruler, while near by are 

laced several placards printed in bold black 

etters, one of which reads thus: ‘* What's it 

all about? The self-adding ruler. eR in 
7. .G. 








and see it work.’ 


—————- SP 
WE BELIEVE NOT. 


Boston, Mass., Dec. 19, 1896. 

Editor of Printers’ Ink: : 
In my opinion the Christian Herald, of 
New York, does more advertising than any 
other religious publication in America. In 
addition to its other advertising it had in 
1896 a full-page advertisement in the Ladies’ 
Home Fourna/, costing $4,000. any re- 


ligious publication advertise more largely ? 
SuBSCRIBER, 




















NOTES. 


A PROMINENT Boston new aye ood man, who 
should know what he is talking about, Sa 
cently told me that the Herald’s “ 

lation was down to 85,000.— /he ieadabee 
Maker. 

THE Music ee Review, of New York, 
for a music trade di- 
rectory names mad manufacturers, dealers, 

rters of pianos and organs, and music 
oa lishers. 

Kun, Natuan & Fiscuer, wholesale cloth- 
iers, of Chicago, issue a ‘‘ Book of Proofs ” 
of advertisements which they furnish to their 
dealers, and which are well written and ar- 
tistically illustrated. 

Mr. Mitver Purvis, a frequent contributor 
to Printers’ Ink, is now associate editor and 
Western manager of Golfing, New York. 
This puts Mr. ‘Purvis i into the ranks of the 
special representatives. 

Oxe of Philadelphia’s prominent mer- 
charts ascribes six-tenths of the failures in 
business to inexperience, extravagance and 
negligence, two-tenths to natural dishonesty, 
one-tenth to speculation, and one-tenth, “‘ the 
unfortunate man.” 

Boox issues are a newspaper fad for the 
holiday season. The New York Evening 
Post gets out the best of them. The Chicago 
Evening Post followed very closely this 
year, the issue for September 28th being one 
-of the finest book issues ever printed. 

A RESTAURANT in Park Row, New York 
City, uses as an advertising device a Be 
cake of clear ice in which a hole is made in 
the under side to accommodate a colored in- 
candescent lamp. The ligh t shining through 
the colored globe and the ice produces a 
beautiful effect, even in the daytime. The 
color of the lamp used is varied from day to 
day.— The Electrical Review. 

Tue Charles H. Fuller Advertising 
Agency, Chicago, is securing from publish- 
ers their consent to an arrangement under 
which the agency secures the privilege of an 
extra credit of three months on its monthly 
bills for current and future advertising. The 
arrangement also covers the method of pay- 
ment for such accounts as may be due for 
past advertising.— The ‘ourth Estate. 


A very recent’and important acquisition 
to the New York branch of the Pettingill 
Advertising Agency is William Bancroft, 
late advertising manager of the Pope Manu- 
facturing Company. Mr. Bancroft is con- 
sidered by the manufacturers to be the hest 

osted bicycle advertising man in the United 

tates, and he goes to Messrs. Pettingill & 
Co. to take charge of the bicycle department 
of their business.—/ourth Estate. 


Classified Advertisements. 


Advertisements under this head two lines or more 
without di: y, 25centsaline. Must be 
handed in one week in advance. 


w WANTS NTS. 
@Poeaars REVIEW, 
Spokane, Was ‘Wash. 
JOMPOSITOR—Female ; ex hy clean, swift, 
the one you want. “A. B. ws. B. H., ” Printers’ 


yy ou ant {Ps and printix ® For sale payee. See 
No. 1 uni A ‘ust 
want S eighteen c on oe 


pammamiiaiie’ printing from the class of 
ple willing to + cor the best. WM. 
IN, 10 Spruce St., N. Y. 








“fai. 


JOHN! 


PRINTERS’ 





INK. 
Se really eo for new sheet Christmas and other 





cuts small 

R. L. CU 150 Naneau St, Now Tork. — 
W "reek eh tal manager for financial 

we Must be to invest 
3 ofa Titethiee. Address “FIi- 

RAN ” care y Ink. 

7 ANTED— sented for advertis- 
ne a ocrean < bees Hr 


DEALERS MAGAZINE, 271 Broadway, N.Y. 

D ’ MAGAZINE, 271 INE, 271 Broadway, N.Y. 
WANT a position in some good house to 

I their My work is not catch 
skip dollars sort g- attracts, inte: 


nest askers. 
and <4 — > ~gemee H. A. PAWLY, 
e St., St. Louis,Mo. 


a eae puetee. Desirable lines 
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of inder ea 
; goods, notions, yay yihine is 
srapustcnlen tareaghoet Woot Vipiota and Onio. 
10. 
cs. TACKSON, Manuf oat Went Virginia and: 
ker, Parkersburg, W.Va. 
(3 ADVERTISERS. 
: the —! ——— Gants out the ~~ 
conspicuous - more 
succoed ~ fh f it — y7, 44 the cro ona wd. 
Send ping of our radve. ane F I will ups 
design cau a LX on aj No it 
not accepted. W Hist, Elgin, Ill. 





ata mb 0 
BILLPOSTING AND DISTRIBUTING. 
Hows? ADVERTISING SIGN CO., Rome, 
N.Y. Roadside advertising a specialty 





HALF-TONES. 


HE BUCHER ENGRAVING CO. 
, furnish best 1-col. half-tone toss $i. Bend 
for a' 


—_—_ ++ —___ 
ILLUSTRATORS AND ILLUSTRATIONS. 
a oy illustrations and initials, 5c. 


Handsome catalogue 10c. AMERIC 
ILLUSTRATING CO., Newark, N.J. 


WINDOW DRESSING. 
© paovens windowortsomsing ox £ —val- 
le new Sorery for ei. ddress WINDOW 
DRESSING DEPT., Asso.Trad Press Wash. DC. 


SPECIAL WR WRITING. 


HREWD publishers will 1 will begin the new year 
2 a ae 2 ne t and wp to 


eg - HAMMOND, 
PAPER. 

{. PLUMMER & CO. furnish the paper for 
suas Wah eotieite babmapiantine sapere alk 
ence with re! ouses regar, ro! 
kinds. 45 Beekman St., New York — 





ADDRESSES AND ADDRESSING. 


60, 000 NAMES of “| and stock d ~t 


through cot ee clerks and by adve: for 

so rent to re reliable able parties. For fall information 
‘ormation 

address P. x 108, Station A, Mass. 





ADDRESSES SSES FOR SALE. 
ISTS of names in any tra trade, in any coun 


$1. Information on any comepeuelel. a 
Credit re mye iy S on firms . In 2'U. 
- $1, in Europe $2, in Latin Ai ts 
{- 


ed. ASSOC 
STED TRADE & 1 INDUSTR'L PRESS, Wash., D.C. 
——— +e -- 
MAILING MACHINES. 
T= Matchless Mailer ; best_and By 
REV. ALEXANDER Dick Me Meridian N- ¥. 


ACHINES and type for mailing can be bo 
and cheapest from AM. TYPEFO 
mes See addresses in ad No. 1, under “ For 








oo . 
PRINTERS. 
Tr? -WHEATLEY CAtAtoaun | COMBINA- 
TION. Home Life Building, New York. 
‘HE LOTUS PRESS, 140 W. ems. N. Y. City. 
‘I (See ad “ Advertisement Constructors * "). 


W>* fecuca: Booties pammpdice 4 
cards, ote, exect the fiheat style. When 

wan pa ERLE, ou want 
to look at snd read—come to os P : 
INE PRESS. 10 Spruce St., Sew York. 
— oe 


SUPPLIES. 


7 AN BIBBER’S 
Printers’ Rollers. 


yo for etchin wing. BRUCE & COOK, 190 Water 
St., New Yo 


EYEBTAING for the print printer—best and cheap- 
See ad No. 1 under “ For Sale.” 


N°s a “Get the law. 18 co; ted 
ns for one dime. THE , Ran- 
dolph 1 Side. Station C,  C, Philadelphia, Pa. 


TEREOTYPE, linotype and electro’ 
ws nic ammodes | sin opiates Tor geching. 


& CO., Inc., 57 “sreh St., 
into new leads and = 
Surguy Lead and Slug Mold, in use 12 years, 
pan mag! J SURGUY, HANDLAN & CO., Col- 
bus, Ohio. 


he PAPER is printed w with ink manufact- 

ared by the W. D. WILSON PRINTING INK 
Co., L’t’d, 10 Spruce St., New York. Special prices 
to cash buye 


GTEREOTYPERS can get gc results and save 
w 


Fomt time and money Ts hn a & a 2 
's sheet cents for 
sample BURGUY MIANDLAN & CO., Col- 


——— +o —__ 
ADVERTISING MEDIA. 


40 WORDS, 5 times, 25 cts) ENTERPRISE, 
Brockton, Mass. ‘Circulation 7,000. 


af ogy GUIDE, New Market, N. J. 6c. 
. Cire’n 3,000. Close Close 24th. ontoe 


RA ren RAPIDS DEMOCRAT, lead: rin 
Mich. outside Detroit. LA COSTE, ow ork. 


A rson advertising ir PRINTERS’ INK 
to the amount = #10 is entitled to receive 
the paper for one year. 


T= PIQUA CALL “ wants” advertisers who 
want results. Larger circ. than all other 
Piqua dailies combined. LA COSTE, New York. 


Tse GENEVA DAILY TIMFS, only daily in On- 
0 eg Circulates in 30 towns. Sub- 
scription p farmers $2.00 a year. 

pot a La medium in its rritory. 
Beet, so Ta eae, eee 
poster p’ nter and fair in the U. 8. and : 

m’thly. Sub’n $1 per yr. 25c. line. wy he, 0. 
G OOD HOUSEKEEPING, 

___ Springfield, Mass., 
gives first-class service and appeals to the very 
best class of American an housekeepers, who are 
really the buyingclass, and hence the most profit- 
able ones to appeal “— 

Woman, as a rule, guides the family expendi- 
ture, and makes most of the purchases forall the 
good things of the home. 

Hence the well-known and generally accepted 
axiom that “ woman’s good taste and judgment 
unlock the pocket-book.” One of the best me- 
diums to reach over 50,000 families is Goop 
HOUSEKEEPING. 

Published monthly by Clark W. Bryan Co. 

Address all communications about advertising 
to H. P. HUBBARD, 38 Trmes Bldg., N. Y. 
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ADVERTISING NOVELTIES. 


7; OR the purpose 
pat ‘Advertiaing Novelti “likely to benefi 
reader as well as advertiser, ¢ lines Ww. 4 
serted under head once for one dollar” 
cate M ORE money as mail order business than any- 
thing else. No interference with other oc- 
os, = 


We tell you how and 
NATIONAL 


Fp ish Chicas. “gs pers 
—_— +o9—___—_—_ 


ADVERTISING AGENCIES. 
F pyen wie | to advertise waging anywhere 
a rite to the GEO. P. ROWELL 
ADY! ER’ ISING U0. 


10 » 10 Spruce St., New York. 
Ww. place ad vertising for for GE aerestinee, os and we 
late! 


save them as 
“ADVERTISERS AGEN- 
oY, hiladelphia. 








mone’ 
Write us. TH 
enn Mutual Bldg., P! 


ILMINGTON ADVERTISING AGENCY) oe 
Equitable Del 





Bide... Wilmington, q 
duct a generai severe -= + ee Street = 
and prog Write us. 





ultra 
~ FOR SALE. 
 rP'YPE—See ad No. 1. 





UALITY high, prices low. See ad No. 1. 
BUYS 1 INCH. 


al 
$3.50 WOMAN'S WORK. Athens, Ga. 
SS TED pages, 7x9. Humor; good a 
new ; stump for proofs. Box67, "Hartland, Me. 
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The other day one of the largest 
advertisers in the world asked one of 
the Street Car Agencies for a rate in 
a line of cars for one month, as a trial. 

The agency which controlled that 
line of cars refused to give it. Asked 
why, they said: ‘‘Oh, it wouldn’t 
pay you.”” ‘But that’s my lookout; 
I want it to round up a complete plan 
of publicity,” said the advertiser. 
‘*We never take less than a three 
months’ contract,” said the agent. 
‘**T’ll give you a twelve months’ con- 
tract if this plan succeeds.’’ ‘‘Can’t 
consider less than three months’ con- 


tract."" ‘‘But why? Why, in Heav- 
en’s name? You're just so much 
ahead; what can you lose by it? 


What is your reason for thus declin- 


ing?” ‘‘ Oh, well, it would tie up our 
space ; the space is nearly all taken, 
anyway. If an advertiser came along 


and wanted space for a year we might 
not be able to give it tohim. We 
prefer not to risk it.” 

Which only goes to show what a 
good medium Street Car space must 
be, and how advertisers appreciate it. 
If, as this agent further said, nearly 
all their cars are in about the same 
condition as this one line, 7. ¢., nearly 
filled up, nothing more need be said 
as to the value of Street Car Advertis- 
ing, because it wouldn’t be used so 
largely unless it brought returns. 

Another thing: It is the general 
opinion that the price of Street Car 
space is too cheap, as compared with 
many other kinds of advertising, and 
Mr. Kissam has often expressed the 
opinion that it would have to rise in 
price, sooner or later. 
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In an interview on the subject he 
said: ‘‘Street Car space is subject to 
the laws of supply and demand, like 
all other commodities, This demand 
has increased of late years with such 
leaps and bounds that it is only a 
question of time in my mind when the 
rate per card per car will be in- 
creased. Those of us who are behind 
the scenes had anticipated a possible 
rise this year, but undoubtedly the 
widely felt business depression has to 
some extent retarded the course of 
events.’” 

The price of Street Car space to the 
advertiser depends upon what the job- 
ber or agent has to pay forit. He 
has to bid for it for a certain term of 
years in competition with other agen- 
cies, the Railway Company, of course, 
also taking into account the general 
standing and successfulness of the 
bidder. 

The agent is influenced by the de- 
mand for space that he has had dur- 
ing the foregoing years, and, as other 
agents are doing the same, it is evident 
that they must increase their bids in 
sympathy with the increased demand, 
when there is any, if they want to get 
the space. It sometimes happens that 
a Street Car advertising agency bites 
off more than it can chew, by bidding 
so high for a certain line of cars that, 
in order to make money, it has to 
charge a rate which advertisers will 
not pay. 

Such was the case in 1891 in Chi- 
cago, when a well-known agency, by 
reason of great competition, which it 
had secretly become aware of, was 
obliged to put in a very high bid for 

















the space of the then new ‘‘Alley Ele- 
vated.” This was the road that ran to 
the World’s Fair, and great hopes 
were builded on its success as an ad- 
vertising medium. 

But while it was a good medium, 
advertisers didn’t seem to think that 
the prices were right, and didn’t tum- 
ble all over each other in efforts to 
gain space, as had been anticipated. 
The consequence was that, like An- 
tonio Maceo, the agency in question 
withdrew into its shell, and, refusing 
to shell out any more, retreated in 
good order, and left the field to the 
railroad company, who run it them- 
selves since, as no one will bid for it. 

Only a large and financially capable 
company can contract for a full line of 
cars in the large cities, because the 
forfeit they have to put up is very 
heavy, and it takes a large capital to 
run such an enterprise as it should be 
run. 

By organizing things, they can bring 
down to a minimum the expenses of 
printing cards, insertions, changing in- 
sertions, etc., and the whole thing is 
handled, so far as possible, in a spirit of 
co-operation, all advertisers alike bene- 
fiting by it. 

As to prices, it is well known that 
the large companies of good and well- 
established reputation are preferred to 
those of smaller means, and to those 
who are newer in the field. 

The street car companies are anx- 
ious to have a high plane of advertis- 
ing efficiency retained, and are sure 
that this will be done in the future by 
those who are identified with the 
bringing of it to that high plane. 

This is how some concerns like 
GrEorGE KissAM & Co., for instance, 
are able to control such immense sys- 
tems of street car advertising from one 
end of the country to the other. They 
have helped to make street car adver- 
tising a success, and the street car 
companies are too jealous of one of the 
chief sources of their revenue to wish 
to make experiments with people who 
might make it less profitable to them 
and to the advertiser. 

Some very good advertising has been 
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appearing lately in the cars on the sub- 
ject of cereal foods. 

H-O is one of them, and some of the 
cards are reproduced herewith, show- 
ing what the fertile brain of Mr. A. E, 
Rose (who, we believe, is responsible 
for them) has been able to bring forth. 

The cards are well illustrated, and 
the jingles are catchy and full of life 
and interest. They compare well with 
Sapolio and one or two others, and are 
not, like the majority of such adver- 
tising, sloppy and silly. 


SANDOW ts far and away 
The strongest man living, they say. 
ff"is possible, though, by eating 


A 


The H-O Company is spending a 
great deal of money in general adver- 
tising, and in doing this they are using 
the three principal methods of obtain- 
ing publicity, the newspapers, the 
street cars and the bill or sign boards 


The Britisher, too, don't you 
know, 

Used to think, but a short time 
ago, 

That a breakfast should be, 

Of toast, muffins and tea, 

But now, he will have his 

“HO” 

‘*Hecker’s Buckwheat ’’ is another 
well-advertised article. Hecker la- 
bors, however, under the disadvan- 
tage of having half a dozen different 
articles to advertise, which, of course, 
splits up his shot and causes it to scat- 
ter most ly, as the old lady 
said. But Hecker’s cards are well 
written, well displayed and are good 
examples of good advertising. 





Biscuits 
Cakes 


As Mr. Bates would say, ‘‘they sell 
goods, and what else need be said 
about them?’’ Evidently nothing, 


unless, indeed, they might be made to 
sell more. 
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Do nor follow any advice about ad- 
vertising that is not in accord with 
your experience and judgment. Listen 





subset ion Pree, ve doliarva Yeas, in advance to all advice that may be offered ; but 
ay yo ae ae eee. ios remember that the true office of advice 
be given, covering a paid subscription from is to aid you in thinking for yourself, 
dar Balng printed Stes it is always not to take away the necessity for do- 
possible to issue ® new editi n of five hundred ing so. 
copies for $30, or a D at 
Pu ibscribe for PRINT- 


cribed in his name. Eve: 
at the expiration Of the time paid for. 


Oscar Herzserc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon Acent, F. W. Sears, 108 Fleet St. 
Cuicaco, Bennam & INGRAHAM, 315 Dearborn St. 


NEW YORK, DECEMBER 16, 1896. 











SoME one has suggested that the 
Fourth Mistake and the Newspaper 
Fakir would be appropriate names for 
blackmailing sheets, provided anybody 
cared to publish anything of that kind 
in the city of New York. 


THE article entitled, ‘‘How a 
Professional Advertisement Writer 
Works,”’ in this issue of PRINTERS’ 
INK, was written by Mr. Bert M. 
Moses, well known as a capable ad- 
vertisement constructor, and the draw- 
ings were made by Mr. C. Dan Helm, 
an artist whose work has been along 
these lines for several years. 


New York, N. Y., Dec. 7, 1896. 

Mr. J. B. Pound, proprietor of the 
Knoxville (Tenn.) Z7ibune, Sentinel 
and the Chattanooga Lvening News 
(three papers, all daily), says, speak- 
ing of weekly newspapers published 
in the South: ‘‘I think the weekly of 
the Louisville Courier-Journal is the 
best weekly paper I ever saw. I not 
only regard it as the best weekly in 
the South, but to me it seems an ideal 


paper.”” 


In the San Francisco Argonaut, of 
Nov. 30, appears an entire page, ap- 
parently an interesting letter from a 
bride to her friend. It is sprightly 
and well written, and even after you 
have discovered that it is merely an 
advertisement of the ‘‘ Emporium,” a 
retail establishment in San Francisco, 
you are tempted to read it through. 
The advertisement is worthy of being 
added to any collection of advertising 
curiosities. 








sped PCT: 


Mr. CHARLES AUSTIN BATES is 
about to start an advertisers’ newspa- 
It will be a monthly, and with 
characteristic modesty it has been de- 
cided that the name of the new can- 
didate for public favor shall be short 
and sweet, viz., Charles Austin Bates’ 
Criticisms. It is expected and intend- 
ed that in his new paper Mr. Bates 
will use just as many I’s as he cares 
to, with no one to molest him or make 
him afraid. 





As advertisers come to understand 
the art better it will be necessary to do 
far less advertising than at present to 
accomplish a given result. The ad- 
vertisers of the future will do less ad- 
vertising individually, simply because 
what they will do will be more effect- 
ive. This will not necessarily de- 
crease the volume of advertising, for 
coincidentally with a better. under- 
standing of the art, a greater number 
of people will advertise. 


THE price for a quarter-page adver- 
tisement on the outside of the cover of 
McClure’s Magazine is $3,600 for a 
year or $300 for each and every issue. 
On account of their rule, which is 
never varied from, to allow no com- 
mission except to recognized agents, 
the S. S. McClure Company recently 
refused an offer from Walter Baker & 
Co. of $3,240 net for inserting the 
picture of ‘‘ La Belle Chocolatiere’’ 
on the outside page of the cover in the 
space of a quarter of a page. 


IT is announced that the name of 
the Ladies’ Home Companion, of Spring- 
field, Ohio, will be changed to Wom- 
an’s Home Companion with the January 
number. Mr. Joseph W. Kennedy, 
the New York representative, says that 
the circulation has not been less than 
220,000 copies per issue during 1896, 
while the January number will consist 
of 250,000 copies. The Christmas 
number, now before PRINTERS’ INK, 
is an exceptionally meritorious publi- 
cation, when it is considered that the 
price is only five cents. 














Dr. A. B. BARKER, of Cincinnati, 
Ohio, sends to PRINTERS’ INK a copy 
of an advertising pamphlet issued by 
him, called the ‘‘Oculist and Aurist.” 
It is fuli of interesting and valuable 
illustrated information about the eyes 
and ears, and would probably be pro- 
lific of suggestions to other oculists 
who contemplate advertising. 


FEw people have any idea of the 
enormous numbers of Sunday school 
periodicals issued. The publications 
of the American Baptist Publication 
Society of Philadelphia, which range 
from little cards to complete maga- 
zines, have an aggregate annual circu- 
lation of over twenty-one and a half 
million copies, according to a recent 
statement of the secretary of the soci- 
ety to PrinTERS’ INK. This society 
is but one of several similar associ- 
ations, all of which issue large num- 
bers of such publications, 





PRINTERS’ INK solicits good stories 
of actual happenings of interest from 
an advertising point of view. Among 
these may be mentioned anecdotes, not 
before published, of advertisers, living 
or dead; peculiar successes or peculiar 
failures in advertising ; humorous in- 
cidents that have happened in your ad- 
vertising department or newspaper 
office, etc. The only conditions im- 
posed are that they be interesting and 
not in excess of 250 words each. 
Every one submitted will either be 
paid for on acceptance or returned 
promptly if unavailable 





ADVERTISING buttons appear to be 
as popular as ever. Readers will re- 
member that the Li tle Schoolmaster 
predicted at the inc ption of the fad 
that it would sweep hrough the coun- 
try. This prediction was verified long 
ago. ‘The difficulty with which the 
manufacturers now have to contend is 
to keep up the supply of slangy 
phrases. The National Cigarette and 
Tobacco Co. has obviated this by using 
a new series representing Outcault’s 
Yellow Kid in various postures. The 
‘*kid,” it may be remarked, has lost 
nothing of his old-time quaintness. 





IN times of panic, when ‘‘ money” 
is said to be scarce, the amount nomi- 
nally in circulation is just the same as 
before. There has been no contraction 
in the volume of money, but of credit. 
—Review of Reviews. 
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A NEW food product can be intro- 
duced to a degree by giving samples. 
of it to restaurants, free if need be, 
and letting them put it on their bills 
of fare. PRINTERS’ INK believes that 
the large sales of Shredded Wheat, for 
which but little newspaper advertising 
has been done, is due to the fact that 
it can be found on the bills of fare of 
nine out of ten restaurants in New 
York City. 


THE first American type foundry to 
celebrate its centenary is the Phila- 
delphia Branch (MacKellar, Smiths & 
Jordan Foundry) of the American 
Typefounders’ Company, which was 
established October, 1796. It has 
been the recognized chief type foundry 
of the world for many years. It is 
said that the sons of some of the great- 
est typefounders of Europe have at 
times been sent to Philadelphia to 
perfect themselves in the business of 
making type. Messrs. W. B. Mac- 
Kellar and Geo. F. Jordan, the man- 
agers, are also directors of the Ameri- 
can Typefounders’ Company. 


A CORRESPONDENT of PRINTERS’ 
INK sends the following notes from 
his town (names being changed) : 

— Smith is doing some advertising. 

rown’s advertising is profitable. 

Reed uses all the newspapers. 

That is not the kind of ‘‘correspond- 
ence’’ the ‘Little Schoolmaster” 
cares for. What it wants is to hear 
of some clever, profitable, out-of-the- 
ordinary thing that Smith or Brown 
or Reed have done in an advertising 
way, which other retailers in other 
towns, or in other lines, can imitate 
to their own advantage. There is 
plenty of room in PRINTERS’ INK for 
correspondence of this helpful kind, 
and more of it is solicited. 








ADVERTISEMENTS have their special 
opportunities. When the signs of a 
revival or an awakening of trade are 
showing themselves, and it is certain 
that business activities will be renewed 
on every hand, it is then, and just then, 
that the advertisement has its special 
opportunity. The fisherman drops his 
net when the fish begin to move, the 
spider spreads his web when the buzz 
of the gnat and the fly is heard in the 
air, and the wise man in business never 
fails to prepare for what is coming or 
to use the best methods of letting the 
people know that he is doing so.—Age- 
of Steel, St. Louis. 
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OnE of PRINTERS’ INK’s readers 
writes that the Schilling Tea adver- 
tisements, one of which was repro- 
duced in these columns of November 
25th, are just what he has been looking 
for to adapt in his own tea advertising, 
and he would like to know where he 
can secure copies of others. Any re- 
liable clipping agency will clip these 
advertisements or others on any sub- 
ject at five cents apiece. An adver- 
tiser who wishes to get a comprehen- 
sive view of what other advertisers in 
his line are doing can order to be sent 
to him all advertisements on the sub- 
ject at an expense that is really trivial. 


A NEw York special agent, repre- 
senting a line of Western dailies, takes 
an interest in the issues of the New 
York papers, and has latterly interro- 
gated (so he says) innumerable news- 
boys, in various parts of New York 
City and in Brooklyn, and, without 
exception (so he says), every newsboy 
reports that on Sunday he sells more 
Heralds than any other New York 
Sunday paper, and that on week-days 
he sells more Journals than any other 
New York daily. ‘‘Do you mean,” 
said the special agent” (so he says), 
‘*that you sell more -- than 
you do Worlds?" ‘Yes, sir,” re- 
sponded every boy (so he says), ‘‘ the 
Journal is the best seller.” 








AMERICAN business men, whether 
they be bankers, brokers or mer- 
chants, are honorable men, working 
for the legitimate rewards of business. 
The greatest commercial successes in 
the United States are founded upon 
ability, joined to integrity and hon- 
esty. There exist now, and have al- 
ways existed, business pirates, who 
prey upon legitimate commerce and 
industry, but the black sheep are but 
an infinitesimal part of the flock. The 
Little Schoolmaster is moved to these 
considerations by the intolerance with 
which business success appears to be 
regarded among certain classes of peo- 
ple, who apparently ascribe it in gen- 
eral to the use of dishonorable agen- 
cies. No doubt demagogues who ap- 
peal to the ignorant and unwashed find 
such premises useful to them ; but the 
American people, a nation of business 
men, know that these statements are 
but a trick to inflame the passions of 
the unsuccessful for political effect. 
It is time that the libel be consigned 
to deserved oblivion. 
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THE brightest trade advertisements 
appear in the dry goods and boot and 
shoe journals. 


THE Sunday School Times, of Phila- 
delphia, publishes every week on its 
editorial e little articles on the 
conduct of life. Some of these are as 
applicable to advertising as to any- 
thing else. For example, in the issue 
of November 21st, appears an article, 
‘* What to Do with Mistakes” : 


Mistakes are not to be worried over, when 
they are once made. Mistakes already com- 
mitted are to be recognized, so as to be re- 
paired if possible, and their repetition avoid- 
ed; but lamentation over them is worse 
than useless, it — | makes matters worse 
by crippling 5 or future success, Rob- 
ertson says: ‘He is not the best general 
who makes the fewest false st He is the 
best who wins the most splendid victories by 
the retrieval of mistakes.” The practical 
question in view of a manifest mistake is 
not, “* How could I have done that?’’ but, 
“* What can I now do to correct that mistake, 
or to make it tell to advantage ?” 








THE Kansas City Séar published Sat- 
urday, November 28, in its classified 
columns a small ad offering prizes of 
$5, $3 and ¢2 for three advertise- 
ments, each not more than five lines 
in length, that would best make known 
the merits of the Star as an advertis- 
ing medium. When the contest closed 
at four o’clock the afternoon of Mon- 
day, November 30, 120 replies had 
been received, which was in itself the 
best sort of an advertisement of the 
value of the Sfar as a medium for se- 
curing publicity. 

This advertisement, written by I. 
W. Bigger, advertising manager of 
Armour & Co., was declared the best: 

Advertisers make money out of Star space 
because the Star is a newspaper first, an ad- 
vertising medium afterwards. 

Second place was awarded to the 
following, written by H. J. Rich- 
mond, of Kansas City : 

Advertisers spend their money for one 
thing only—resutts. Shrewd advertisers 
look at both quantity and quality of circula- 
tion. The Star’s guaranteed paid circula- 
tion is double the quantity of all other Kan- 
sas City newspapers combined. 

Most advertisers would doubtless re- 
gard the ad which got third money as 
the best of all, since it relates the act- 
ual experience of the writer, who, for 
— reasons, asked that her name 

e withheld in the publication of the 
awards: 

What a Star ad did—an advertiser insert- 
ed three lines in the Star. It brought nine- 
teen replies from seven States and secu 
herself and three sisters well paid, pleasant 
positions as companions to invalid iadies. 
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} “ADVERTISING 


tions to the Editor of 





are invited to send matter f. 
Tell your ad lange gy tt ’ Iinx (The 
Art of Advertising) can them. A: all communica- 








A Brooklyn adwriter submits the 
following samples of his work, and 
asks for criticism : 


THE LATEST JOKE 


in town is onJones, 
The other day he went up-town and paid $5 
for an umbrella. But it was worth eve 
cent he paid for it. However, Smith, who is 
always fond of a paradox, wagered he could 
et a better article for half the money. And 
g came to us, and won the bet. 


FUNNY MEN 


have funny ways, and up- 
to-date men have up-to-date methods. We’re 
in business to make money. And the best 
way to do it, we believe, is to give the public 
the most for the money, quality always being 
considered a leading factor. A little time 
spent in investigating our new fall and winter 
line of suits, covert coats and overcoats will 
greatly conduce to your belief in this state- 
ment. 











If I, owned a clothing store I 
shouldn’t advertise it this way. In 
the first place, I don’t think a joke is 
much of a joke if you have to label it 
‘*Toke” in order to let people know 
that it is a joke. 

I’d much prefer to tell readers the 
latest facts about the goods I had to 
sell, and the prices at which I was 
willing to sell them, than to tell them 
the latest joke, even if it was the best 
joke. If you are selling squibs to 
Puck and Judge it is all right to ad- 
vertise jokes. If you’re selling cloth- 
ing, advertise clothing. 

* * 
I am in receipt of the following 


letter: 


Dry Goods and Carpet Company. 
Decatur, Ill., Sept. 14, 1896. 

I send you under separate cover a series of 
ads ak I ran last week. They brought 
trade, the sales on some days running 100 
per cent over the same day for preceding 
week, 

But that is not the question. I firmly 
believe that a poor ad may bring trade, but 
what I want pointed out to me is simply 
this: Wherein are the ads bad? I want toim- 

rove ; wherein are they good, if anywhere ? 
ose to profit by them. I am young in the 
advertising business and want your honest 
criticism. I read your criticisms every week 
in Printers’ Ink, but there seems to be a 
scarcity of retail dry goods ads. Yours very 
truly, ILBUR CORMAN, 

Linn & Scruggs, D. G. & C. Co. 


I am sorry that in some way I have 


Linn & Scruccs, t 


mislaid Mr. Corman’s ads. In spite 
of that fact, if Mr. Corman’s state- 
ments are true, I am able to pronounce 
them good ads. Ads that brought an 
increase of 100 per cent are bound to 
be good ads. I don’t mean that they 
might not possibly be improved here 
and there, but they would be good 
enough forme. Any ad that brings a 
big increase in business is a good ad. 
A really poor ad won't do this. A 
good ad can sometimes be made better. 
A man who can write a good ad, by a 
careful study of ads and advertising, 
should every day be able to write bet- 
ter ads. 
# % 
* 

C. E. Renneckar, a Cleveland drug- 
gist, gets out a circular price-card. In 
is introduction he says some good, 
common sense things. Here they are: 

A DRUGGIST NOWADAYS 
Not only must have a complete know!l- 
edge of drugs, but to sell Pure ——— he 
must know their adulteration ; he must know 
just what to look for; we have that knowl- 
edge ; we sell Pure Drugs and we're careful. 


PRESCRIPTIONS. 

You have consulted your doctor. He 
has given you a prescription. The question 
now arises, where shall it be prepared? You 
want to take it where you will have no doubt 
as to purity of pom and accuracy in 
compounding. e have the 
CONFIDENCE 

Of your physician, why not yours? 
You and your prescription will both be 
treated exactly right. If we cannot fill it 
exactly as written we will hand it back. 

That’s the way I like to hear a drug- 
gist talk. A druggist who talks and 
lives up to that kind of ideas is the 
kind of a druggist I want to deal with. 
I think that most people who think at 
all think as I do on the drug question. 
They don’t like to think that substi- 
tutions are made in their prescriptions. 


* 
* 


B. B. Rich, a cigar and newsdealer, 
of Portland, Ore., sends me the printed 
matter accessory to a premium plan 
that he has been operating during the 
past eighteen months. With each sale 
of merchandise to the amount of ten 
cents Mr. Rich gives a coupon. After 


a customer has accumulated a certain 





30 “ 
number of coupons he gets a premium. 
The premiums run all the way from a 
‘coin silver watch to a meerschaum 

ipe, an umbrella or a cigar holder. 

r. Rich says that this rebate system, 
advertised through the daily news- 
pes and by dodgers, has increased 

is business 66 per cent in eighteen 
months. That settles the question 
about the goodness of his scheme with- 
out any further discussion. Any plan 
of advertising that will increase a 
man’s business to that extent in that 
length of time is a mighty good plan. 
It doesn’t make a copper’s worth of 
difference whether it coincides with 
theoretical notions of advertising or 
not. It doesn’t make a bit of differ- 
ence whether it is in line with the pre- 
conceived ideas of advertising experts 
and writers or not. Advertising that 
sells goods is good advertising. It’s 
good advertising if it’s written in Choc- 
taw. It’s good advertising if it con- 
sists of giving away elephants, or 
camels, or ostrich eggs. Just so long 
as an advertising plan brings business 
and profit, and plenty of it, it’s good 
advertising. 

T have said that I did not believe in 
gift advertising asa rule. I still stick 
to the opinion that it is hardly consist- 
ent in most cases with a dignified or 
big firm to offer gifts and premiums. 
I am not sure that I won’t even have 
to take that back. I know a man who 
smokes Blackweil’s Durham Tobacco. 
In every sack of Durham, Blackwell 
& Company put alittle coupon. When 
a purchaser has got ten or twenty or 
thirty or fifty or sixty or a hundred of 
these coupons, he can send them to 
Durham, N. C., and by return mail he 
gets a premium—a tobacco pouch, sil- 
ver spoons, knives, forks, or some- 
thing of that kind. I know that my 
acquaintance religiously saves up these 
coupons and sends them on. Black- 
well & Company are a pretty big con- 
cern, and no doubt this advertising 
pays them, or they wouldn’t keep it 
up. I know of many similar instances. 
I would hate to think that I was so 
narrow-minded that I couldn’t change 
my mind. I guessI will have to ad- 
mit that gift advertising is very fre- 
quently a mighty good thing for any 
concern that hasn’t a good deal of dig- 
nity to maintain, and that it is a spe- 
cially good thing for neighborhood 
stores in a city that have to compete 
with the big down-town stores, and 
must use some bribe to keep their 
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neighborhood customers from passing 
them by. 
** 

The Monetary Times, of Toronto, 
Ont., issues a neat little booklet en- 
titled ‘‘ Taffy.”” The taffy referred to 
consists of complimentary letters in 
which advertisers and readers tell what 
a good thing the 7imes is. The idea 
is good and the booklet fairly well 
printed. The introduction is brief, 
but could be improved upon. A blank 
inside page, front and back, would 
greatly improve its appearance. The 
lack of this makes it look a little bit 
skimpy and stingy. 

+ * 


An Omaha coal merchant sends me 
the following ads for criticism : 


THERE ARE TWO 


things in which my Hanna Nut Coal 
excéls, 
1st. Itcan be controlled by the draft bet- 
ter than any other coal, giving you a quick 
or slow fire. 
It burns with less smoke than any 
other coal. 
The price is only $5.50. 
TOM COLLINS HAVENS, 
Phone 1007. 1508 Howarp Sr. 


CHIMNEY SWEEPS © 


cannot recommend my Hanna Nut 
Coal—it’s too clean. 

The chimney or stovepipe doesn’t have to 
be cleaned out while you are using it. You 
can make a quick, hot fire, or, by regulating 
drafts, it will hold fire longer than any other 
soft coal. $5.50 per ton. 


TOM COLLINS HAVENS, 
Phone 1007. 1508 Howarp Sr. 


FROZEN WATER PIPES 


are annoying and expensive. By using my 
Hanna Nut Coal ps can avoid jun. Tewill 
hold fire over night as good as hard coal. It's 
clean. It makes a hot fire. It makes a quick 











fire. $5.50 per ton. 
TOM COLLINS HAVENS, 
Phone 1007. 1508 Howarp St. 





In the first ad I think Mr. Havens 
should have given some reason why 
his nut coal can be better controlled 
by the draft than any other coal. Also 
why it burns with less smoke than any 
other coal. I suppose the reasons 
could be given in a very few words, 
and if they were, it oni dispose me 
to place more confidence in Mr. Ha- 
vens’ assertion. 

The same criticism applies to ad 
No. 2. Mr. Havens could have im- 
proved it by explaining how his nut 
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coal happens tobe clean. I suppose it 
is due to the fact thatit is carefully 
screened. If that’s the explanation, 
Mr. Havens would have done well to 
have mentioned it. 

The same criticism applies also to ad 
No. 3. It would have been well to 
have told why the Hanna nut coal 
makes a hotter fire than other kinds. 
Outside of the one objection in each 
case, the ads are good ones. I think 
the objection could have been over- 
come without materially increasing the 
‘space used, 

** 


READY-MADE ADS. 

{1 do not write these ready-made ads. p— Ay 

taken wherever they are found, and it is 

iven to the author when he is known. Contri- 

ations of Ley ads are solicited. The name 

and address of the writer will be printed, if he 
wishes it to be.—Ep. P. I.] 





For a Dry Goods Store. 


Glove Insurance! 


Ever heard of it? Well, we sell the 
“‘ Kayser Patent Finger-Tipped ’’ Cash- 
mere Gloves, and with every pair give 
you a guarantee ticket which “in- 
sures’ you a new pair free in case the 
“ tips” wear out before the gloves. 





For an Optician. 


If Thine Eyes 
Offend Thee 


Do not pluck them out and cast 
them from you, but call on ——, 
the optician, and be fitted to a 
pair of his wonderful glasses. 
175 Court STREET. EYES TESTED FREE. 





For a Jewelry Store. 


Christmas Diamonds 


Our business relations with the leading 
diamond importers of the country make it 

ssible for us to place before you in a few 
Canes’ notice stones of any quality and size. 

Last year’s very satisfactory trade in dia- 
monds, and the exceedingly good demand up 
to the present time this year certainly goes 
to show that we can more than meet ANY 
dealer’s prices. 





For a Painter—(By W. B. Powell), 


I Am a Painter, 


An artist in my line, yet no artist. 
I paint wood, not landscapes. Winter 
is now on; can’t do outside work. Can 
do inside work, but haven't got it to do. 


De You Want Me to Touch up 


the interior of your home? Will do it 
cheaper now than in the spring. Every- 
body is after me then for both inside 
and outside work. 





31 
For a Bakery—(By W. P. Powell). 


MOTHER MADE 
GOOD BREAD, 


but she only made one or two small 
batches a week. make it every day—have 
reduced bread making to a science—shouldn’t 
my bread be as good as mother’s? Made from 
ure potato yeast, Minnesota winter wheat 
our, use no chemicals. You are welcome to 
step back into 7 bakery and see how clean 
things are, and how tidy my bakers. Full 
weight loaves 5 cents, frésh daily. Stale 
— is sold as stale bread at 2 cents per 
oaf. 





For a General Store. 


ONE CENT 


will not buy one of our Gold- 
Handled Umbrellas, not even an 
ordinary one, but will go toward 
buying one. Have 


ONE SENT 


home to your wife as a present. 
She will enjoy your thoughtful- 
ness and so will you—the next 
time it rains you can borrow her 
umbrella, Go to —— for every- 
thing at cut prices. 





For a Dry Goods Store. 


When the Snow Comes 


and you get into the woods you will 
want some wool boots, rubbers, leggings, 
mittens, heavy gloves. 

Come in and buy them before you begin 
lumbering. I have them and everything else 
that you want for footwear and clothing. 
Those nice $10 overcoats are not all gone 
yet. Don’t miss your chance of getting one. 





For a Confectionery and Restaurant. 


“‘Heavenly Morsels!’’ 


is the impulsive exclamation one makes 
after tasting our delicious candies. No bet- 
ter candies made on the “ footstool”? than 
’s choice confections, because they are 
the acme of perfection. May be equaled but 
never surpassed. Our Home-Made Candies 
are the source of a splendid patronage. 
Popular items in our new Lunch Counter 
addition. Oysters served in all styles. Call 
after play. 








For a Millinery Store. 


It’s One Thing 


to buy a hat because of its money 
value, but it is much better to have one that 
is made up with a view toward harmony, 
style and comeliness, price in the bask: 
ground, We make it a point to please you— 
have a well-earned reputation to sustain—and 
can truthfully say that we now enjoy the 
heaviest patronage we have ever experienced, 
in spite of increased opposition. Volumes 
could not say more. 
A combination of years of successful ex- 
perience and modern enterprise. 








‘ 
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WHEN A NEWSPAPER “AD” IS 
DEA 


. 





** You can never tell when an adver- 
tisement is dead.” 

The speaker was one of the largest 
advertisers in this country, a man 
whose name is known everywhere in 
connection with a ‘‘cure” of which he 
is the proprietor. 

‘« There walked into my office three 
weeks ago a woman who was afflicted 
with the ills that I cure. She came 
from away up in Erie County, and said 
she was prepared to stay here in town 
and give my skill a full opportunity to 
demonstrate itself. I cured her, got 
$150 of her money and sent her home 
rejoicing, but that is another story. 

‘*T asked this woman, as I ask all 
my patients, how she had happened to 
come to me. She said she had read 
one of my advertisements. 
her in what publication. She said she 
did not know. Her husband, she 
said, was in the employ of a carpet 
house, his business being fitting and 
putting down carpets. He was taking 
up an old carpet in a Buffalo home in 
order to replace it with a new one. 
Under the old carpet there was a layer 


I asked *t 
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of newspapers which he gathered up 
and cast aside. He happened to 
giance at one and his eye fell upon the 
name of the disease from which his 
wife suffered, it being printed in dis- 
play type there. He read the adver- 
tisement, which was mine, tore the 
piece from the paper, put it in his 
pocket and took it home for his wife 
to read. She had it in her pocket. book 
and gave it to me. It was old and 
yellow, and there was nothing on it to 
tell from what newspaper it had been 
torn. But it demonstrates that you 
can never tell when an advertisement 
is dead.’"—New York World. 


> 








ALL HOPE BLASTED. 

Jinks—Ah, Blinks, glad to see you. 
are Mrs. Blinks and the baby ? 

Blinks—Well—very well ; only I’m a little 

disappointed in the baby. 
: ee isappointed! Why, it’s a boy, isn’t 
“Yes; but you know the desire of my 
heart has been to havea son to succeed me 
as editor of the Evening Clarion.” : 

“Yes; and no doubt the youngster will in- 
herit his father’s talents.” 

“ But he won’t.” 

“ Won't ? ” 

“No; I shall never be able to make any- 
thing but a morning paper editor of him. He 
sleeps all day, and stays awake all night.” — 
Pearson's Weekly. 


How 





Ready for another as good. 


DO YOU WANT AN 


ENGLISH TRADE ? 


A Word to Enterprising Americans: 


We introduced “‘ Rising Sun” Stove 
Polish into England. 

When we began no one had ever 
heard of it that side the Atlantic. In 
the last ten months (ending October) 
we sold ONE HUNDRED AND 
TWENTY-THREE THOUSAND 
SEVEN HUNDRED AND NINE- 
TY-FIVE GROSS. 

We don’t handle five hundred things. 
We confine ourselves to high-class 
specialties, taking up one at a 
time and making a success of it. We 
have splendid, we believe unequaled, 
facilities. 

In a week we can bring an article 
directly and individually before 
fifty thousand grocers and dry- 
salters in all parts of the British Isles. 

Over thirteen thousand of 
these deal with us direct, including 
the best wholesale and retail through- 
out the United Kingdom. 





We are now prepared to use these 
facilities for the introduction of an- 
other first-class article of Ameti- 
can manufacture (not Stove Polish, Blue 
or Starch). Only firms of good stand- 
ing treated with. 

We are not advertising agents, but, 
being ourselves for the past thirteen 
years extensive buyers of space, can, if 
desired, conduct the advertising of any 
specialty we take up, and save the 
proprietors large sums in buying 
their English experience. 

Arrangements could be completed to 
place a new article on the market im- 
mediately after Christmas. To save 
time, reference as to our standing can 
be made at once to the Hon. E. A. 
Morse, M. C., ‘‘ Rising Sun" Stove 
Polish Works, Canton, Mass., U.S. A. 

Send full particulars to 


G. Chancellor & Co., 
13 Clerkenwell Road, London, England. 











PRINTERS’ INK. 


A USEFUL BARN. | 


A bicyclist of the Kansas City Star re-| 


cently made a little journey into the country. | ( ° 


As he wheeled along the road he came to a} 
farm house, the owner of which he knew 
slightly. As he drank a gourdful of water | 


at the pump he noticed that the farmer's | 
| 


barn had an unusual look, The last time he 
had seen it it had the usual coating of silvery 
stay painted by time and weather. 

*Been fixing up the barn, haven’t you?” 
he asked the farmer. 

* Ves. It’s ail new painted,” answered the 
farmer, proudly. ** An’ 1 reckon it’s mighty 
pretty lookin’, too. Ve see, a feller came 
along one day an’ says he belongs to a 

aintin’ syndicate as was out to paint all the 
ey in the country free, an’ said he would 
paint mine if I wanted him to. So I says: 

Go ahead, if it don’t cost nothin’. I went 
to town with a load of hay, an’ when I got 
back the barr was painted, shore enough.’ 

The barn had been painted a bright yellow, 
as a good background for vari-colored adver- 
tisements with te tters a foot or two long. The 
advertisement of a patent medicine covered 
both sides of the roof in letters of red, blue 
and green against the yellow. Chewing to- 
bacco, shoes, soap, hams and other commod- 
ities were picturea and told about on every 
available space. 

“* When I got back,’’ continued the farmer. 
“the feller that was paintin’ says to me: ‘] 
put a few signs on the barn,’ i he, * but 
you won’t mind that none, an’ they’re good 
readin’ matter when the paper don’t come.’ 

“Anyhow, it didn't cost nothin’ to paint 
the barn, an’ I’ll be darned if the boys ain’t 
a-larnin’ to read from it, which I consider 
pretty cheap edication these hard times.” 

- Saal 
HIS SCHEME, 

Wabley—Awful bother cutting the leaves 
of a magazine, isn’t it? 

Wagrow—Not for me, When I take a 
magazine home I put it in a conspicuous 
place and some one invariably does the job 
for me.—Roxdury Gazette. 

tee 








AN ADVANTAGE. 

Society Reporter—Mrs. Skihigh complains 
that the picture we printed does not look a 
bit like her. 

Editor—That’s luck. We can use it for 
some one else.—/earson's Weekly. 


- 





NO FUN IN THEM. 
** Does Sadsmile Sobbins get paid for his 
jokes in the Adject Advertiser ?”’ 
** You can see by the jokes that he doesn’t ! 
write them for the the fun of the thing.”’ 





——- 
HOW YW THEY DIFFER. 
The literary man, pure and simple, tends 
toward expansion ; the- advertising writer is 
concrete. —Munsey’ s Magazine. 


ARRANGED BY BY STATES. 
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UTHERN CALIFORNIA’S matchless paper, 


Los Angeles Trars. Cire’n over 18,000 daily. 


MICHIGAN. 


GERD RAPIDS DEMOCRAT covers Western 
Michigan. 
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MISSOURI. 


rae ERS the field - St. Joseph HERALD—8,000 d., 
8,000 S.,9,000w. LA E, New York. 
‘\ AZETTE, bat ak Plains, Mo., leading paper in 
farming and fruit-growing 
rite for rates. 


NEW JERSEY. 
ED Bank is —_ i business town of Mon- 
\ mouth Coun ihe Red Bank REGISTER 


is the county’s best new: er. Its circulation 
in 1895 was 2,518 per vx 


NEW YORK. 


fp eaanree LEADER. 








( 


1 county. Best 
district in West. W Ww 














| | aside LEADER, the tea table favorite. 





INGHAMTON LEADER, leading afternoon 
paper and the favorite family 


,INGHAMTON LEADER, the home paper, filled 
full of live local and yt no boiler 
doo no. fake features, but a leg —_ 
th of i =p 
I INGHAMTON LEADER, first-class penny 
afternoon paper. Most important daily in 
that city, commanding the respect and confi- 
dence of readers and advertisers alike, both 
home and abr Aver prage arom “aT cores 
895, Daily 600. More 
circulation weekly than ail the. othe Tr fhe hamton 
weeklies combined. HE BECK W 
SPECIAL AGENCY, Sole Agts. | & yo ed 
tising, New York and Chicago. 


NORTH CAROLINA. 


DVERTISERS want the best. 




















The Charlotte 
é NEws has the apes circulation of any 
daily paper, and the MECKLENBURG TIMES has 
the largest circulation of any weekly paper, in 
Mecklenburg County, population over 50,000. 
Rowell’s Directory says so. are reasona- 
ble. #or further information address W. 
DOWD, publisher, Charlotte, N.C. 


PENNSYLVANIA. 


NTELLIGENCER, Doylestown, Pa. Oldest 

pers in the county—weekly established a 1804, 
daily established 1886; stanchest papers in the 
county ; the —_ journals owning their home; 
only exclusively ome-made persin the county; 
never having resorted to pl matter nor — 
sheets. Send for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 


TEXAS. 


G ALVESTON TRIBUNE. 

















(;ALVESTON TRIBUNE, a money winner. 








G ALVESTON TRIBUNE, the most influential. 

yALv Eston TRIBUNE, prosperous and pow- 
G erful. Leads the afsrenoce: qrossenon iid 
G gyri pent TRIBUNE makes money for it- 
¥ self and will make it for you. Thorough 


] 
=> —4 date, with ali modern mechanical pm 
A live paper for live people. 
Gt 








ALVESTON TRIBUNE, every copy counts. 
City circulation larger than any bog 





in Texas. A dividend-paying medium. 

by the brains and capital ¢ of the city. 

SG ALVESTON TRIBUNE, Daily four > -Sun- 
i ee, twelve pages and W: bilshed by 4 x pages, 

all live, p rous rs, pu t 

veston Pub. bon w. Fada, Pres + has, Fowler, 


ag tg and poe’ d an. ; Sealy rest, Ousle . Editor 
. Beckwith Spec. Ag'cy, sole agents. ~ .. 





CANADA. 
2 (\() Aline year rs in Prov. 
36.00) Quebec. E DESE Wh, go} teal 
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VIRGINIA. $2,200 Meee ne $750 


YNCHBURG NEWS; only morning paper ; 25, Steain. ¢ momplete,. we FISH, "Penn Yan’ N. % 
4 000 population lished 1866 ; 2,600 ; pe Se 
Sunday, 2,600 j weekly, 3.000. Let ussubmit prices 


alti comme, tee | The Ey Evening 


Row, New York, Manager Foreign ye oh Pay 


WASH:NGTON. ~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
GFATTLE TIMES is the best. 14,362. 

Guarant d by American Newspaper Direc ory, 











ema TIMES. 














3 | be > — is the home paper of Seattle’s 60,000 


Gears afternoon daily, the Tues, has 
& 


y> 
he 
— t re ~ ew of any evening paper 
WISCONSIN. 


Le gp tnpsies TELEGRAM pays advertisers. “I 
 amaregular Cg ge vas “y- columns of 





























your paper, and find that w t good results 
not only in the ipeal field ‘putt yy the neigh- 
boring ape 5 ” Circulation 5.500 44 
for space of H. D. LA COSTE, 38 Park ~ N. 
Displayed Advertisements F 
tibet : ora name 
50 cents a line; $100 a page; 25 per cent and desi n 
extra for specified position—if granted. 4 s 
Must be handed in one week in advance. We are authorized by EVER- 
See Ee ye we, AUGHENBAUGH & Co., 
"ll se oO is fo nD 
DEAF ? cxaitin‘orricar'co., Wash. D. © een aes Wo aes Bee 
(2,600 D. & 8. name and trade-mark design 
Lynchburg NEWS {S:500 Weds: for a new brand of wheat 
flour of exceptional merit. 
SUPERIOR Leading paper in North- Write at once for full par- 
TELEGRAM “ 5.500 D DAILY ticulars. All communica- 
: tions must be sent to 
Fe TETig (OPEKA, KANSAS N. W. AYER & SON, 
Son thas a t.an0 aran' teed larger circu circula- Newspaper Advertising Agents, 
any othe ansas wee! or rat 
“~s \ address ©. Geo. Krogness, Marquette Bldg. : PHILADELPHIA. 











Chicago, Ill, Western Agent. 


THE ARGONAUT 








is the only high-class Political and Literary Weekly published on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. It has a larger circula~< 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes, into all the well-to-do families of the Pacific Coast. Over 18,000 circu. 
lation.” Argonaut Building, 246 Sutter Street, San Francisco. 
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(Mo.) 


Weekly Leading Morning Paper in Northwestern Missouri. 
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WHAT ARE YOU 
GOING TO GIVE 


Your Newspaper for 
Christmas P Why not a 





} 
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The Union 
Gospel News 


Finds its Wav 





Being undenominational and 


> 
a 
; 
? 
» 
» 
reaching thousands of homes : 
> 
> 
> 
> 
> 
> 
‘a 
> 
> 
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mot reached by any other 
paper of its kind. . © 
Advertisers know its value. 
Published every Thursday. 
Write for rates. 


The best the market affords 
is not too good for the Newspaper 
which has survived the hard times 
of 1896, and besides a cheap thing 
for use is dear at any price. 


We build only the best. 
Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


oF % 


sactices 
Union Gospel News, 
Cleveland. Ohio. 


Address 


RALALABALALALEARALESEAALEARAREERABEAREDE 
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AMnzeiger... avi 
Des Wlestens 


DAILY, . 8 pages : 
THE GREAT GERMAN-AMERICAN 
PAPER OF THE WEST AND SUNDAY, 24 to 32 pages 
SOUTHWEST WEEKLY, ._ 12 pages 
WH 
a) 


The leading, the foremost German daily of St. Louis— 
its circulation by far exceeds that of all the others. 
The Anzeiger des Westens pays more postage for its issue 
through the mails than any other German paper in St. Louis. 
The Anzeiger des Westens covers the German field of the 
West and Southwest. 


Tue Anzeicer pes Westens is always ready and i to prove by a 
comparative investigation of all books—not of cash books only, which 
may be doctored—nor by affidavits, y*.ich some persons with an 
elastic conscience, and no sense of dishonor, make as easily as eating 
a good dinner, but by an investigation of everything, that its circula- 
tion is far greater than the circulation of eny other German paper in St. 
Louis. 


JOHN SCHROERS AUnzeiger Association 


BUSINESS MANAGER 
PUBLISHERS 
Emit Caro 


ADVERTISING MANAGER ST. LOUIS 
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DO YOU PUBLISE 
| NEWSPAPER ? THE ARGUS 


Albany, N. Y. 




























Are you keeping a record of your 
issues ? Will issue a Special 


Do your actual issues average more | Holiday Number... 
than a thousand copies ? 


If so, you can have the exact figures | P 
inserted in the American Newspaper | Sunday, Dec. 20, 96 
Directory for 1897, showing the actual | 
average issue or sale during the entire | 
year 1896. It will cost you nothing— | \ 
provided you furnish the requisite | It will be a beauty. 
formation, duly signed and dated, and Handsomely Illustrat- 
in a form that will insure the informa- | ed and Printed in Col- 
tion being definite. It will t 
Circulation statements to insure at- | Ors ‘ Pen pay we aes 
tention should cover every issue in | this issue. 
1896, and be sent in not earlier than | 


" 2d or later than January 16th, THE ARGUS CO. 


All communications should be addressed Albany, N. Y¥. 
Editor AMERICAN NEWSPAPER 
DIRECTORY, 


to Spruce Street, New York. a 











Lemon Huckster 


Could go through the streets of Brooklyn and shout 
your business until his voice became as rough as a 
rasp, but ’twouldn’t do you any good, because people 
wouldn’t believe him. But if you preach your busi- 
ness in a genteel way through the columnsof |: : ;: 





















Standard Union 


You'll get results, because the refined element of 
Brooklyn read it and have faith in it. 
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Not Every One 
Reads 


he 
Peterson 
Magazine 


That would mean 


70,000,000 














ir, the United States 
alone. 


But many thousands 
of people with money 
to buy what they want 
do read THE PETERSON 
MaaazineE, and advertis- 
ers reap a direct benefit 
from their announce- 
ments in its pages. 
Advertising Rates, $80 
oe page by the year. 

alf and Quarter pages 
in proportion. 


THE PETERSON COMPANY,. 


109 FirtH AveNnuE, 


New York. 


Consumers can better be reached by 
an advertisement in the 


DES MOINES 
aily 
News 


than by the use of any other Iowa 
Newspaper. 


REASON : 
PROOF : 


AVERAGE CIRCULATION OF THE 
DAILY NEWS FOR SIX MONTHS, 


It has double the circu 
lation of any competitor. 


The following table. Read 


it carefully 








15472 





JUNE Juxx| AvG. |SEPT. 
15400) 15270) 15615 
5 * |41 1 
15140] 15100 
| 15205) * 
| 15260 
| . 


DATE. 


15650) 
15610) 
16130 
1583) 

15630) * 


SOIR TM ID | 





5400| 15150 
* 





| 15050) 1 
15120 
| 15180 
1 





SBSRRFRRBES 





31 


Total for for} 
month, 
Average, 15288 


I, P. B. Durley, Treasurer of the Des 
Moines News Company, on oath state that 
the above statement is true and correct. 

I further depose and say that the number 
| of papers spoiled in printing, left over, and 
| returned unsold, averaged less than 300 per 
day, all others being used in the regular, 
bona fide circulation of the peer. 

P. B. DURLEY. 


Subscribed and sworn to before me 
this fifth day of December, 1896. 


F. S. DUNSHEE, 
Notary Public in and for Polk County, Iowa, 


397495 | 397905 395668 398170|421240| 403200 
15304! 15218) 15315! 156011 16128 
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the AMERICAN NEWSPAPER DIREUTORY 


IS97 





Will be published upon the following platform: 


1. 
2. 


4. 


5 


7. 


9 


10. 


11. 
12. 
13. 


The American Newspaper Directory is a book for Advertisers, 

The most important information conveyed by the American Newspaper Directory is 

that concerning the circulation of newspapers. 

To convey information about circulation in such a way that its correctness cannot be 

gainsaid, it is necessary to decide in advance the basis upon which the facts are to 

stand. 

That the comparative value of one paper taken with another may be readily arrived 

at, the facts concerning the circulation of each should be given for a correspond:ng 

period, 

For the American Bewepager Directory for 1897, it is decided that the period for 

which the circulation of a paper may be given to the best interest of an advertiser 

will be the entire year preceding, viz., the year 1896. 

What an advertiser is most interester! in knowing after all is what the circulation of 

the paper will be in 1897 or 1898, because his contract will run wholly in these years, 

and not in 1896. 

The advertiser who obtains information from the Directory concerning the circulation 

of a paper in 1896, will believe a canvasser’s statement of what it will be in 1897 or 

1898 if the claim seems reasonable in connection with the facts as shown for 1896. 

A publisher’s statement as to what his circulation is going to be is interesting to an 

advertiser, but as it can only be based upon a_publisher’s belief, it cannot be told by 

the editor of the Directory on the authority of the Directory, but may appear in the 

Directory immediately following catalogue description of the paper, as a statement 

for which the publisher of the paper assumes the responsibility. 

A statement of what the circulation of the paper is going to be is an advertisement, 

and should appear in the Directory and be paid for as such, and be so designated. 

The privilege of inserting such an advertisement as an integral part of the letterpress 

makes the Directory as useful for each newspaper man as would be a directory pub- 

lished by himself exclusively for his own benefit alone. 

On the plan here outlined there is and can be no conflict of authority between the 

statements of the publishers of the Directory and the publisher of the paper. 

Papers not issuing regularly so many as a thousand copies are not specially to be 

considered, as they are below the unit of value. 

If there is a fact or quality that tends to give a paper a value, a fact or quality that 

is considered worth mentioning to an advertiser when talking or writing to him, it 

will pay to set it forth in a 60-word ‘1o-line) ee & the American Newspaper 

Directory for 1897. The cost ($10) is but a small fraction of a cent for each copy of 

the Directory, and the privilege of having such a statement inserted in the letter- 

wr on the publisher’s own authority makes the book as helpful to him as it could 
if he issued it. 


Statements of circulation covering the year 1896 


should be sent to the editor of the American News- 
y»aper Directory not later than January 16th to be 
CERTAIN to have attent:on, but statements re- 
ceived even as late as the first of April (covering the 
year 1896 only) will be LIKELY to have attention. 





Address al] communications to 


GEO. P. ROWELL & CO., 


Publishers of THz AMERICAN NEWSPAPER DiRECTORY, 
No. ro Spruce Street, New York. 
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The Evening Wisconsin. 


FIFTIETH YFAR. MILWAUKEE, DECEMBER 1}, 1896. THREE CENTS. 














Circulation for Eleven Months. 


STATE OF WISCONSIN, | ~ 
Milwaukee County, j 


P. D. O’Brien, being duly sworn, says that he is now, 
and has been for seventeen years, foreman of the news- 
paper press-room of the EVENING WISCONSIN, and has 
had charge of the presses and paper used in printing the 
EVENING WISCONSIN ; that he knows of his own knowl- 
edge that the average daily circulation of the EVENING 
WISCONSIN for eleven months, from January Ist, 1896, to 
December Ist, 1896, was eighteen thousand and seventy 
(18,070) copies. 

The average daily circulation of the EVENING 
WISCONSIN for the month of November, last past, was 
eighteen thousand six hundred and thirty-five (18,635) copies. 


P. D. O’BRIEN. 
Subscribed and sworn to before me this Ist day of 
December, A. D. 1896. W. A. BOOTH, 


Notary Public, Milwaukee County. 


No other daily newspaper in the State of 
Wisconsin ever printed so large an average 


daily circulation for a month or for eleven 


months. 
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™ Proven 


CIRCULATION OF s 


Womankind | 


i exceeds 60,000 copies 


| each issue, with a likeli- 














hood of being 70,000 or 
more, but the rate remains 


the same and unbreakable 





| —thirty cents a line, with 


| time or space discount. 








| The Hosterman Publishing Co. 


| 150 Nassau, Springfield, 177 La Salle, 
| New York Ohio Chicago 





i ————————————— —— ———— 
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The reward of correct advertising is a 


SUCCESSFUL BUSINESS. 


The manufacturers of No-To-Bac use a full page 
for a whole year in 


The VickerysHill List 


1,500,000 circulation each month. 


cS. €. €iLis, 
MANAGER OF THE ADVERTISING, 
401-402-403 Temple Court Building, New York City. 
CHICAGO OFFICE: BOSTON OFFICE : 


903-4 Boyce Building, 55 Equitable Building, 
W. J. KENNEDY in charge, FE. R. GRAVEs in c e. 
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Do you want 


to reach the householders of 


The National Capital? 


If so, use the advertising columns of 


The Washington 
Evening Star 


ut 


The Star is the one favorite family 
newspaper of that place. It is 
delivered regularly, by carriers, to 


96% 


per cent of all the houses in the city 
occupied by white persons; and, 
considering the extent and superior 
quality of its circulation, its adver- 
tising rates are as low as those of 
any paper in the United States. 


4 


New York Representative, 


L. R. HAMERSLY, 
49 Potter Building. 

















a SS See 








PRINTERS’ INK, 43 


Country Offices and Cheap Inks— How Valuable Knowledge 
About Ink Economy Was Learned Through Accident. 
W. L. Washburne, in Newspaperdom. 


Printing inks were never so cheap in prict as now. Some inks offered are cheap inks, and th 
are dear at any price. It isa question whether a country publisher saves money in fooling wi 
.o-called cheap inks. When it comes to paper,a cent or so a pound makes quite a difference in 
the yearly expense account ; but in the jority of Cae 4 offices, the ink item is of such sma)l 
eccount that it is never included in the i for a . Probably few such offices nd as 

uuch as $2 a year on printing inks ; and yet, when a “cut-rate”’ circular reaches them, they are 
the first to snap atthe alleged bargain. en the paper becomes streaky in spots, the ink hardens 
nthe rollers and Cisks, and various ills hitherto unknown arise to vex the printer, though the 
jault is rarely traced to its source. 

Ihave nothing against cheap inks "ll se—perhaps their use sometimes turns loss into profit on 
many jobs ; but I maintain that their place is outside of a country newspaper office, where presses 
are run i larly and expert printers are rare. 

While on this subject, I will relate a little personal experience. I had been using a cheap ink 
on the newspaper press and on jobs printed on news “4 ¢o It printed fairly well, but would dry 
nd eake on the rollers if left over night. Awhile ago, | accepted a contract to get out a monthly 
magazine, using good book paper. It had to be printed on the newspaper press, and yet it was 
impossible to keep changing the ink in the fountain. So I let the news ink go, and put in a twenty- 
cent book ink, using it for both paper an agazi ena happy one. I use 
the ink on all jobs excepting those on extra stock ; the paper shows an improved print, and it seems 
to answer every purpose. It comes in five-pound cans, making it easy to handle, with but little 
waste. I believe it would pay me to use a fifty-cent book ink the same way, if the kind I pay 
20 cents for were not satisfactory. 











Printers Ink Jonson 


Propounds Some Questions for 
Mr. Washburne’s Consideration. 


Do you know much about Inks? Would you undertake, by comparing a 50-cent ink 
and a dollar ink, to tell which was the 50-cent ink and which the dollarink? Because an 
office expends no more than $25 a year for printing inks is that any reason why it should 
pay 25 cents a pound for its inks when itcan get better inks for 6 cents a pound? Isit 
not your experience that printers, as a rule, are very mene HY snap at any bargain 
offered in the way of inks for which spot cash is to be paid? you not think that the 
ordinary printer will more Hn | pay 25 ceutsa pound for ink to be paid for in adver- 
pow | in his paper than he would to pay 6 cents for the same ink to be paid for in spot 
cash 

Do you really think that a cheap ink is any more likely to harden on the rollers and 
disks than a high-priced ink is? Is it not more a question of proper care of the inks 
and of the rollers and disksth+n it is of the price of the ink? For that matter, don’t you 
know that a high-priced ink carelessly used would be a little more likely to harden on the 
rollers and disks than a low-priced ink would be? 

You say that you have nothing against cheap inks per se. Have you anything tosay in 
favor of high-priced inks per se ; that is, is there anything to be said in favor of payinga 
higher price instead of a lower price for the same ink? Is there any more reason why a 
country newspaper office, where presses are run irregularly and expert printers are rare, 
will be any more likely todo good work if they pay double price for their ink than they 
will if they buy the same ink for half themoney? Can See g o with any sort of ink, do 
good — on presses that are run irregularly ani without the assistance of an expert 
printer 

You say that you had been using a cheap ink on the newspaper press and on jobs 
printed on news paper and that it printed fairly well, but would dry and cake on the 
rollers if leftover night. Do you not know that inkcan be made so that it will not dry 
and cake on the rollers if left over night, and that the cost of the change, instead of involv- 
ing anincreased price, would positively admit of a small saving in the cost of manufacture ? 

You say that after you accepted a contract to get out a monthly magazine, using good 
book paper, you decided to quit using news ink and use a 20-cent book ink for both news- 
paper and magazine. Do you not know thata little while agoa 20-cent book ink wasa 
thing unknown and 25 cents a pound was demanded from small consumers for the com- 
monest newsink ? Do you not know that not one printer in a thousand can tell anything 
about the cost of the in ients of the ink he is using and that his conclugion that this isa 
szood ink and that a bad inkis based mainly upon the brand on the barrel? and that in 
two offices, side by side, run by equally competent_pre<smen, the, ink which is pronounced 
good in one will be considered bad in the other and vice versa ? 

Your article against cheap ink ends up with the statement that you use a 20-cent book 
ink that comesin five-pound cans and you believe that it would pay you to use a 50-cent book 
ink in the same way if the kind you bny for 20cents were not satisfactory. Now, there is the 
casein point. The kind you buy for 2 cents IS satisfactory, and, consequently, vou haveno 
occasion for using a 50-centink. Have you not lost sight ofthe fact that when you are 
using book ink, in five-pound cans for a dollar acan, you are using a cheap ink? Thatis 
the kind I sell. Permit me to thank you for calling attention tomyink. You take around- 
about way for Setag &, but you bring up there finally. 

Every printer who prefers paying a dollar in advance for a five-pound can of book ink 
rather than give two dollars and a half acan, thirty days later, for a poorer ink, should 
send for my price list. 


Address PRINTERS INK JONSON, 8 Spruce St., New York. 
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The Los Angeles 
* Times 


COVERS COMPLETELY THE RICH FIELD OF 


Southern California 








tion for 12 Months of 1895, . . 


ys). 
a Sworn Net Average Daily Circula- [5 [ [ | 
jt. 


| Sworn Net Average Daily Circula- (8 021 
J 


| tion for 10 Months of 1896, . . 


AN INCREASE OF 20 PER CENT. DOUBLE THE NET CIR- 
a CULATION OF ANY OTHER LOS ANGELES DAILY. 








THE TIMES is read by 
60,000 of the most prosperous 
and intelligent people on this 
continent every day. 


Sunday Circulation exceeds 25,000 





Unexcelled as an Advertising medium. 


FOR RATES ADDRESS 


THE TIMES-MIRROR COMPANY, Los Angeles, Cal. 
annifililinennai 


E. KATZ, 230 Temple Court, New York. 
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To the Local Reporter, or the Ad-Smith. 


Every week the Ripans Chemical Co., No. 10 Spruce Street, New York, sends a mantel clock (a 
pretty and serviceable time-piece) to the person who reports the most interesting case of some one 
who has been benefited by the use ot Ripans Tabules. True records of cures or relief resultin, 
from the use of Ripans Tabules make effective appeals to others suffering in the same way an 
likely to be cured by the same means. Those who are best acquainted with the wide range of their 
application and the wonderful curative qualities of Ripans Tabules are generally only too glad to 
become the means of making known to other sufferers the remedy that bas so eatly benefited 
themselves. Thead-smith who accompanies the story he sends with an acceptable SCawing suitable 
for reproduction gets $5 in cash for the drawing, which, if not used will be returned if so requested. 
The name and address of the person giving the testimonial should always be given, not for pubh- 
cation but to make possible a verification of the facts as stated. The following is a case that well 
illustrates what is wanted. 

















A gentleman of Brooklyn, N. Y., 65 years old, used to be a freight 
clerk, but for eleven years has done no work, mainly on account of 
rheumatism. He has always been troubled a good deal with constipa- 
tion, but a few months since, his attention having been directed to 


TFP-AN'S TABULE 


he commenced a course of treatment with them, using them according to 
directions. As a result the trouble from constipation is overcome and 
there is a positive improvement to be noted in the condition of his 
rheumatic joints. ‘His daughter, who lives with him and has suffered a 
good deal from dyspepsia, also uses the Tabules and has found in them 
the greatest possible benefit. 
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in GEO. KISSAM & CO/’S 5,000 » 
STREET CARS. And you will 
buy 


Take a thousand cars or two and learn 
how it feels to do business with every- 
body that rides on Street Cars, ttt 





You will now see it 





Get a move on! 




















PRINTERS’ INK. 














One... one-half 


Cents a day per card per car will put 
your advertisement before at least .. 


30,000,000 of the 65,000,000 





Inhabitants of the United States, in 
all the principal cities of the country, 
oe eee ee 


STREET CARS 


If you want to know more, write us. 


GEORGE KISSAM & CO. 


253 Broadway, New York. 
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It is the practice 
nowadays to pay 
very much more 
attention to the 
details of adver- 
tising than was 
thought reauisite 
formerly. ‘The 
man who appeals 
to the public to- 
day must in the 
first place have 
something to sell 
that the people 
gradual growth of home comforts. Nothing has want; next he 


added more to those comforts than the self-acting must tell his story 
in such a way that 


HARTSHORN people who read it 


will become con- 

SHADE ROLLER | ces! 
value of the thing 

with its unbreakable brackets, fine bearings and 99 he offers them ; 
scientifically constructed spring. Ask for the ‘‘Im- then he must 
proved Hartshorn,” having holders that prevent cause his story to 


the shade tearing from be printed in the 
roller—no tacks. - 
papers where it 


* HRTSHORNS 
withthe autograph of auTocea ay will be most likely 
Stewart Hartshore on to be seen by the 
; ‘ ~ largest number of 


the sort of people 
most likely to want the thing he has to sell. He must 
secure for his story such a place in the paper as will make it 
probable that it will not fail to be seen by all the readers of the 
paper; and finally, in order to make sure of all points, he must 
have his advertisement so constructed, so set up, so illustrated 
that whoever takes the paper in hand in which the advertisement 
appears cannot fail to see the advertisement and to read it, to be 
impressed with it, and to go to him and buy the article which he 
advertises to sell. To accomplish all that is here set down re- 
quires knowledge, judgment and experience. This knowledge, 
this judgment, this experience is what we have to sell. Adver- 
tisers who wish to do advertising that will bring them greater 
results at smallest cost should communicate with 


Bre PRs Odweriising® 


/0 Spruce Street, New York, 








